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Advertisers using full pages in the 
Butterick Trio during October, November and 
December will receive each month, in addi- 
tion to the regular page value of these three 
magazines, 400 lines extra space in The 
Designer and 400 lines extra space in the 
New Idea Woman's Magazine—for which no 
extra charge is made. 


Beginning with the October issue the 
page size of The Designer and New Idea 
Woman's Magazine will be doubled. 
The Delineator will remain as at pres- 
ent. For three months the present 
combination page rate of $2,550 will be 
continued after the increase in size. 
This means in a word, that users of 
full pages in the Butterick Trio during 
these three months receive, at the pub- 
lisher’s expense, 


400 lines in The Designer at $1.50, - $600 
400 lines in the New Idea Woman’s 
Magazine at $1.00, - - - 400 


$1,000 

October forms close August 5. 
W. H. BLACK 
F. H. RALSTEN Manager of Advertising 


Western Advertising Manager Butterick Building 
First National Bank Building, Chicago, Ill. New York 
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Evening Mail 
Rapid, but steady, growth in circula- 
tion proves fermanent character of an 
appreciative constituency. 
Readers of Tue Eventnc Man. know 
that they can believe and trust its news 
reports—in the same way they pin their 


faith to the announcements in its adver- 
tising columns. 


In Display Advertising, now one of 
the first three among all of New York’s 
evening newspapers. 


Local advertisers who closely watch 
the newspaper circulation situation in 
New York, show their favorable judg- 
ment in their purchases of Eveninc Matt 
space. 


Rates stand at a very low unit in com- 
parison with circulation—a ratio most 
advantageous to the shrewd advertiser. 


NEW YORK’S FASTEST 
GROWING NEWSPAPER 
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THE STAPLE MIND. 


ADDITION,’ DIVISION AND SILENCE 
ARE THE CHIEF CHARACTERISTICS 
OF MEN IN STAPLE TRADES—-THEY 
DO NOT COMPREHEND THE ADVER- 
TISING MIND, NOR DOES THE LAT- 
TER WHOLLY UNDERSTAND THEM 
—THUS FAR THE ADVERTISING 
MAN HAS ASSUMED THAT THE 
MAN OF STAPLES IS WRONG—BUT 
NOW WE ARE COMING TO MUTUAL 
UNDERSTANDING, 


Start a young man in a news- 
paper organization. Let him 
solicit classified and display ad- 
vertising, work up circulation and 
keep newsdealers in line. Then 
send him into a magazine organi- 
zation for a few years, After that 
give him some agency experience, 
and finally make him an advertis- 
ing agent. He will then have an 
unusually wide knowledge of the 
kind of manufacturing that pro- 
duces the new, aggressive and 
human commodities—the special- 
ties that need advertising, and 
salesmanship, and missionary 
work upon the consumer. 

Now send this young man down 
into the placid streets where 
staple commodities are dealt in— 
tea, coffee, sugar, leather, crude 
drugs, heavy groceries, hardware, 
machinery. ‘That district will be, 
to him, a good deal what the 
Orient is to an Occidental. It is 
a world upside down, where 
everybody thinks backward and 
Shakes hands with himself. The 
business men down there on 
Water street may not be exactly 
wrong. But to a young man with 
this training they will be awfully 
different. 

In Boston there are two elderly 
brothers in the wholesale liquor 
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line. Every morning they come 
down to their warehouse, near the 
wharves. It is filled with thou- 
sands of barrels of rum. A few 
old Irishmen roll them about— 
evidently for the exercise. In one 
corner is a little office, a stove, a 
high desk and a big sleepy cat. 
The brothers first open their mail, 
and answer their letters in long- 
hand. Then they sit down and 
play checkers with one another 
until it is time to close up again. 

Those brothers wouldn't cross 
the street to sell a hundred bar- 
rels of liquor, If a stranger came 
in to buy a barrel he would have 
to wait until the game was fin- 
ished. If a consumer came in he 
would be as much a curiosity as 
a stockholder at a Harriman 
meeting. 

It is natural that this sort of 
temperament should puzzle a 
young man who has tramped halt 
a day around town to bring in a 
forty-cent “liner” ad, or worked 
six months to get a fifteen-hun- 
dred-dollar account away from 
some other agent. 

Out in Calcutta another Boston- 
ian was connected with the great, 
rich East India trade that Ameri- 
cans held until recently. His house 
handled everything from a needle 
to a locomotive—staples and spe- 
cialties all lumped together, and 
the specialties treated just like 
the staples. In selling goods it 
went, not by demand, but chiefly 
by the merchandise a ship could 
carry to advantage, For instance, 
there rose in that trade years ago 
a need for something to top off 
other cargo. Light vehicles were 
among the articles found suitable. 
In the course of a generation or 
so our American buggies became 
known all through the East. But 
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the result would probably have 
been the same had they hiled the 
holes in the cargo with ice-cream 
freezers. 

This Bostonian in the Calcutta 
house eventually took over the 
business. Among the articles his 
predecessors had sold was a cer- 
tain brand of sarsaparilla much 
esteemed by the native trade. 
Thousands upon thousands of 
bottles had been handled every 
year, time out of mind. The stuff 
came in a big, black, round-bellied 
container, and was not unlike 
horse medicine in appearance and 
potency. 

The new head of the house 
thought that it might be well to 
buy Doctor Ephriam  Blank’s 
Sarsaparilla direct. For in all the 
years that it had been handled, 
purchases had been made from 
jobbers. There was no manufac- 
turer’s address on bottle or case, 
but the stuff came from America. 
He wrote to a friend in Boston 
and asked to be put in touch with 
Doctor Ephriam Blank. The 
friend hunted through the drug 
trade. Nobody had ever heard 
of the Doctor or his remedy. 
Later the Calcutta man investi- 
gated while on a visit home, with 
the same result. One day, when 
he had given the thing up, an 
old-time proprietary man told him 
that Doctor Ephriam Blank had 
been dead twenty-five years or 
more, but that his heirs carried 
on the business in a loft in 
Brooklyn, and that it was im- 
mensely profitable. Not a bottle 
of this remedy was sold in the 
United States, however. Sixty 
years ago Doctor Ephriam Blank 
had devoted a little attention to 
planting it in the immemorial 
East, and there it was. 

This is the staple trade—vast, 
silent. It takes its time starting 
things that would take much 
longer to stop. It is clannish, and has 
endless perquisites, arrangements, 
agreements, discounts, The staple 
trade will buy a bale of cotton 
from the planter at a price, and 
sell it to the Lancashire spinner 
at another price so different that 
the spinner comes to America to 
investigate and the planter at- 


tacks the cotton exchanges. But 
it would be a good deal more to 
the purpose to investigate the 
staple trade’s charges along the 
winding road a cotton bale travels 
—charges for sampling, weighing, 
grading, storage, brokerage. 

Bring the staple and the adver- 
tising minds together, and each 
will be inclined to look upon the 
other as a curiosity. 

The advertising mind deals 
chiefly with new and novel com- 
modities on the fringe of com- 
merce. Some of them are in the 
process of becoming great staples, 
just as sugar did when people 
began using it in tea and coffee. 
Others will disappear, while still 
others are extremely interesting 
in their way—but hardly true. 
The advertising mind promotes 
such commodities unhampered by 
trade traditions, It is concerned 
largely with their novelty, the 
ways in which they are made, and 
their human application. It is an 
alert mind, and voluble, and a 
proselyter. When it encounters 
the staple mind, it fancies the 
latter is in a torpor, and frequent- 
ly takes the trouble to tell it so. 

As for the staple mind, when 
the advertising mind comes to its 
attention even for a moment it 
considers it—slightly cracked. 
The staple mind is not given to 
talking. It isn’t interested in the 
curious details of processes 
whereby things are made, or in 
the literary expression of com- 
modities, or in their human side. 
It rather prefers to carry on its 
operations with no direct _ refer- 
ence to the consumer. It is bound 
up with agreements, and has its 
perquisites and secrets. It is con- 
cerned only with ways and means 
of getting commodities about, or 
distribution, which the advertis- 
ing mind sometimes mistakes for 
a detail. 

When the Israelites drove the 
remnants of Canaanites out of 
Judea, they settled as refugees on 
a narrow strip of Mediterranean 
coast. With barely one foot on 
land, they could only become car- 
riers for other nations. So, en- 
tering distribution, they became 
the greatest race of antiquity in 
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material wealth—the 
Phoenicians. They found a safer, 
cheaper route to Egypt, tapped 
India’s resources, and penetrated 
to remotest islands and deserts. 


point of 


They built ‘Tyre, Sidon and 
Carthage. Long before they be- 
came merchants, however, they 


were carriers, and their manufac- 
tures came long after that, and 
were really only three—glass, 
dyed stuffs and embroideries—all 
borrowed. But as distributors 
they were unique. Greek records 
survive of the exact order kept 
on Phoenician ships and their 
skillful disposition of cargo. To 
meet the needs of distribution, 
they developed and spread over 
the ancient world the arts of wri- 


ting, arithmetic, weighing and 
measuring. 
The Middle Ages, with their 


feudal darkness and cruelty, were 
centuries when distributive trade 
was at lowest ebb, and as the 
modern world emerged, the 
manufactures of successive na- 
tions were developed largely by 
the outlets created by traders— 
not the opposite, as is often as- 
sumed, "First the carrier, then 
the goods. Round out the pic- 
ture. Review the world’s great 
capitals to-day—cities engaged in 
re-shipment and brokerage. The 
manufacturing cities, set apart, 
are secondary. Only the arti- 
ficial barrier of tariff serves, at 
times, to protect manufacturin 
from the tremendous eterna 
force of distribution. Only the 
modern corporation, with its con- 
trol of channels of distribution, 
brings modern manufacturing to 
fruition. 

Now, take the staple mind, bred 
in this trade. 

Give it a new product—some 
specialty of human appeal re- 
quiring missionary work on the 
consumer. 

The staple mind follows its in- 
stincts, keeps away from the con- 
sumer, perhaps pays little atten- 
tion to the manufacturer, and 
goes direct to the vast wholesale 
and jobbing organization, with its 
hundreds of salesmen and thou- 
sands of trade connections—a 
carrier first, last and always. 


An inventor perfected a piece 
of apparatus to be attached to 
steam engines. Not being a prac- 
tical business man, he worked out 
a method of selling it to power- 
users. First circulars were sent 
out, describing the device and 
offering it free on trial. When 
responses came in the apparatus 
was forwarded, installed and test- 
ed'a month. Then, if satisfac- 
tory, it was paid for. It was usu- 
ally satisfactory. Very few came 
back. 

This inventor was really pro- 
ceeding on the advertising basis— 
reaching, informing, persuading 
and selling people one by one. 
His business soon exhibited such 
signs of permanence that he con- 
sulted a friend regarding ways of 
expanding it. 

The friend had the staple mind. 
In the business sense he might 
have been Old Doctor Ephriat. 
Blank himself. He spent little 
time studying the apparatus— 
didn’t care how it was made or 
how it worked, apart from the 
fact that it did work. He spent 
no time studying the consumer, 
either, but boarded a train and 
took a trip through the jobbing 
centers. When he got back two 
weeks later the device had been 
placed with the supply trade 
reaching perhaps sixty per cent of 
the power-users in the United 
States. This connection implied 
not acent’s worth of creative sell- 
ing on the part of the jobbers, 
But it was a connection that cost 
nothing but a profit. Moreover, 
it was permanent. 

The enormous machinery al- 
ready in existence for handli 
goods is what the staple per | 
constantly sees, and commonly 
the only thing it takes into its 
plans for introducing new goods. 

Go into the department stores 
and see the demonstrators at 
work, handing out samples, ex- 
plaining and selling new foods, 
household conveniences, toilet 
preparations. That is the staple 
mind’s conception of advertising. 
To get to some ganglion of the 
great distributive system, and set 
somebody to sell perhaps a dozen 
ice cream freezers in a day to “in- 
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troduce” them. Next week the 
demonstrator must give place to 
somebody else—or to-morrow if 
sales are not good.” 

The idea ot demonstrating by 
printed words and pictures to a 
million shoppers in their own 
homes is often so far from the 
staple mind that it would be 
stunned by the inquiries from one 
good advertisement in one good 
magazine. A hundred inquiries 
would be regarded as something 
phenomenal—something that had 
never happened in the whole 
course of a business conducted in 
the regular channels of the trade. 
How, then, is a mind of that sort 
to picture tens of thousands of 
inquiries and a bureau to take 
care of them? 

The advertising mind has often 
explained this method of the 
printed word to the staple mind— 
sometimes with perceptible peev- 
ishness at its indifference. The 
advertising mind has advanced 
the printed word as a substitute 
for the carrying machinery that 
the staple mind knows; then asa 
weapon with which to attack and 
destroy it; then as a prime mover 
to make the wheels go faster. 
During which time the staple 
mind and its machinery have 
gone on pretty much as usual. 
Now the advertising mind is 
ready to study the machine and 
apply publicity as a lubricant. 

Yet the staple mind likewise 
remains calm. What relation has 
the printed word to sampling, 
weighing, grading, storage, brok- 
erage, lighterage, rebate or pre- 
ferential? A curious modern 
mercantile phenomenon connected 
with specialties—itself a specialty 
—it seems to have certain value 
as an accelerator of goods be- 
fore they begin to move of their 
own volition through the machin- 
ery of distribution. But in the 
end, the machinery is the chief 
fact. The staple mind knows this. 
And now the advertising mind is 
waking up to it. 

Jas. H. Coitrns. 
Se Sie 
ublisher of the New 


tates has been elected 
the Democratic National 





Cor. Ewine, 
Orleans (La. 
a member o 
Committee. 
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WHAT - IS THE ANSWER? 

An inspection of the files of 
leading daily papers in New York 
and Philadelphia, for the week 
ending July 18, shows that John 
Wanamaker used space approxi- 
mately as follows: 





Lines. 

wiew York Hermeld .cssicccss 15379 
i Ser Peer 0 
A eS Tied ss 48 0 
PMATICAN. 2.060000 2,276 
LS rn 2,324 
a ree ° 
SOMME. oncaviacess ° 
Globe ........c006 0) 
BER 6 vccccscceces 1314 
Evening World.... 4,286 
Evening Journal... 3,960 
Evening Sun...... r) 
Evening Post...... ° 
Evening Telegram. ° 
Commercial ...... ° 
Philadelphia Record .......... 15y911 
ee ee t) 
DUMCUM  secccsccce ° 
Public Ledger..... r) 
BOO ev verisccess 0 
CO NT 6,160 
North American... 14,427 
Evening ‘elegraph. 7,217 


What deductions may properly 
be drawn from this showing? 
John Wanamaker has long been 
held up as an advertising model. 
He has been a liberal patron of 
the daily papers over along period 
of years. He may be assumed to 
know a great deal about the com- 
parative pulling power of the dif- 
ferent daily papers in the cities in 
which he maintains large retail 
stores. He is also credited with 
being a very close buyer of not 
only merchandise but also adver- 
tising space. It is interesting to 
note what mediums he favors and 
to what extent. Is there a lesson 
here for the general advertiser? 
The above figures would be still 
more interesting and valuable if 
the question “Why?” were an- 
swered. There is more than one 
person alive who knows the 
answer, 


— +) 


RAIN GODS WORKED OVER- 
TIME. 

For sale cheap—We have a line of 
disreputable Indian rain gods of whom 
we are tired. They are cut from fifty 
cents to thirty-five cents. They have 
caused it to rain every twenty-four 
hours for two months past, and if we 
can’t sell them we shall dump them 
in the lagoon. It is our purpose to 
give them all the water they want.— 
Chilocco Indian School Journal. 


é 




















i | NN OSC COOH OCCOS 


ove Ss 








PRINTERS’ 1NK. 7 


A MORTUARY COLLECTION. 


Whatever is, is not necessarily 
right. Because some large and 
successful business house makes a 
spectacular run on some eccentric 
line of advertising does not neces- 
sarily prove that some other kind 
of advertising would not have 
been a great deal more profitable. 

Going back a few years, anyone 
can recall certain advertising poli- 
cies which were greatly applaud- 
ed at the time, but have since been 
discarded, 

Why were they dropped? 

Possibly because they were con- 
sidered to have served their pur- 
pose and that they should make 
place for something new. More 
likely, because the advertisers 
themselves lost faith in them. 

Here are a few advertising 
ideas that were supposed to be 
very brilliant in their day: 

The Smile That Won’t Come Off. 
Sunny Jim. 

Spotless Town. 

The Ham What Am. 

Omega Oil Geese. 

Why is it, if these ideas were 
so good, that they have been al- 
lowed to perish by the wayside? 
Now that they have vanished 
from newspapers and public 
places, they sound very much like 
productions of the silly season. It 
would have been rank heresy to 
have intimated such a thing a 
while ago. But can anything be 
said in their favor to-day? If 
these ideas were intrinsically 
meritorious why have they been 
thrown among the discards? 

Perhaps one reason why they 
would not stand* continued pub- 
licity is that the thoughts back of 
them were shallow. The adver- 
tiser probably got sick of them 
even quicker than the public. 

Another reason may be their 
essential foolishness. A clown 
makes a lot of noise at the circus, 
but the circus manager limits his 
act to a very few moments and 
quickly withdraws him in favor 
of the more serious acts. 

There are many successful busi- 
ress men who have no use for 
clownishness in advertising. They 
believe that nonsense is out of 
place and bears no sort of relation 


to real salesmanship, When the 
“Sunny Jim” campaign was at its 
height, advertising managers in 
other lines were often asked, 
“Why don’t you think up some- 
thing as clever as Sunny Jim? 
That is the smartest advertising 
yet!” 

But where is Sunny Jim to-day? 
Where are the people that created 
him, and where are the people 
that paid the freight? 

It is always a temptation to an 
advertising man to do spectacular 
things. It is hard for him to put 
the gallery out of his mind com- 
pletely. How will such-and-such 
a thing impress the advertising 
community? Here’s a scheme that 
will make the advertising man of 
our competing house gnash his 
teeth with envy! 

Such thoughts are wholly un- 
worthy of any man entrusted with 
the details of an advertising cam- 
paign. The basic question is not, 
“Ts it smart?” but “Is it good 
business ?” 

“Will this copy lead directly to 
sales? Is it good common-sense? 
Is it the kind of talk that would 
make a buyer of me if I were on 
the outside? If such questions 
were asked and honestly answered 
before a campaign started, there 
would be fewer mourners in the 
advertising procession. J. I. R. 

—_+o>——— 


PARING DOWN EXPENSES. 





AMERICAN Surety Company, 
H. D. Lyman, President. 
New York, July, 18, 1908. 
Editor of Printers’ INK: 

Your letter of the 13th instant, sol- 
iciting our subscription to PRINTERS’ 
InK, is received. In reply, we have 
to inform you that this company is 
decreasing rather than increasing its 
expenses in this direction. We regret, 
therefore, that we are not in a posi- 
tion to meet vour wishes. 

Yours truly, 
R. R. Brown, 
Superintendent of Agencies. 

If somebody in the American 
Surety Company were to read 
Printers’ INK. it might not be 
necessary to cut down expenses. 

—— 

On August 1st, the Horn-Baker Ad- 

vertising Company, Kansas City, Mo., 


will remove to larger quarters in the 
Commerce Building. 
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IN THE VAN OF RAILROAD 
PUBLICITY. 


AMERICAN RAILROADS TAKE THEIR 
CUE FROM THE ADVERTISING OF 
THE NEW YORK CENTRAL AND 
THE PENNSYLVANIA — FRANK 
BARKSDALE AND P. VY. D, LOCK- 
WOOD ARE THE MEN’ BEHIND 
THIS, 








In the publicity business of 
railroads, in matters concerning 
directly the vast body of people, 
two men name its character and 
volume. They are Frank Barks- 
dale of the Pennsylvania system 
and P. V. D. Lockwood of the New 
York Central. These two men 
practically furnish copy to every 
passenger agent in the country; 
not material copy, but _ ideas, 
phrases, words. Not until the 
Pennsylvania copy and that of the 
New York Central is scanned and 
used to correct their own ideas 
does any passenger or press agent 
of a railway in this country ven- 
ture. to send his own forth, They 
would probably deny this, but you 
have only to watch their mediums 
upon any topic, say of summer 
travel, and see how promptly the 
whole number follow in behind 
these vigorous and original initi- 
ative minds. 

The other day the Pennsylvania 
issued in the daily press of the 
East a bulletin addressed to re- 
turning collegians, giving notice 
of its trains to home-going grad- 
uates, under-graduates and post- 
graduates traveling West, in a 
sixty line two-column advertise- 
ment. In a week; to be exact, in 
ten days, that advertisement was 
copied and printed by twenty- 
three railway companies, having 
claims upon university and col- 
lege towns over the country. They 
had to do it at once to get in it 
at all, in order to be up with the 
commencement period. As a col- 
lateral result they indicated the 
service from which they drew 
their inspiration with peculiar 
emphasis. A _ little earlier the 
New York Central began issuing 
bulletins notifying the public of 
the special service supplied by 


individual trains to selected points 
resorts, 


of summer and_ health 
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like Alexandra Bay, Saratoga 
and Niagara Falls. That system 
was promptly adopted through. 


out the country from California 
to Maine by nearly all the com- 
panies who bid for that traffic. 
It should be said, however, that 
this plagiarism is not altogether 
the individual sin of the pass- 
enger agents. Within two years 
it has become almost a general 
custom of the railroads to farm 
out their business to special agen- 
cies, retaining in the Passenger 
Department a supervising control. 
For example the Delaware, Lack- 
awanna & Western employs an 
agency that looks after the de- 





F. N. BARKSDALE. 


tails, expends the appropriation in 
authorized or approved channels, 
writes the copy and makes the 
contracts. Occasionally, George 
W. Cullen, the general passenger 
agent, will have somebody do a 
bit of work like the exaltation of 
Phoebe Snow, in whom he has a 
creator’s interest, or he will con- 
sider propositions from outside 
sources of novelties, but as a rule 
he refers anybody to the agency 
that executes the road’s commis- 
sions. 

It can readily be seen how this 
works out, not particularly in the 
matter of the Lackawanna, but in 
all roads in which similar agents 
Continued on page to,) 
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Facts Beyond Dispute 








600,000 men and women read the New 
York Theatre programs every week— 
and every one of them have paid from 
$1.00 to $2.00 per seat, and that entitles 
them to a program. They are the 
spenders—the buyers. 


A peculiar and fascinating influence 
pervades everything seen and heard in 


New York Theatres. 


Your: advertisement in the New 
York Theatre programs is equivalent 
to a New York endorsement of your 


goods. 


FRANK V. STRAUSS & CO., 
Publishers of 
STRAUSS MAGAZINE NEW YORK 
THEATRE PROGRAMS, 
108-114 Wooster Street, New York. 


The American Tobacco Company have spent 
half a million dollars in New York Theatre 
programs. For the theatrical season begin- 
ning September Ist their advertisement will 
occupy the entire back page and one inside 
page at a cost of $45,000, a proof positive as 
to the value of New York Theatre programs. 
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are employed. The agency hav- 
ing a divided interest seeks to 
make one hand wash the other. 
Say the real estate or the sum- 
mer residence season is the prop- 
osition under consideration, They 
canvass the territory, present the 
result to the railway company 
which is asked, and is quite will- 
ing to stand in, and a neighbor- 
hood or region is exploited for 
one or two days in the daily 
press with a write-up sometimes 
thrown in gratuitously. 

Such methods, of course, defeat 
more or less their best aims. The 
statement contained in an adver- 
tisement that Pale Ale Lake is a 
glorified replica of Heaven no 
one will take the trouble to deny; 
but the same assertion contained 
in reading matter, morally en- 
dorsed by the reputation of the 
newspaper which prints it, many 
will take care to disbelieve. 

But that is what the agency 
business, as applied to railways, 
does. Nevertheless, the railroads 
take profit from the association. 
In the cases we have mentioned 
they advertise localities which, 
being peopled, furnish patrons, In 
other respects they shift the 
weight of a great problem to the 
shoulders of men accustomed to 
carry them, and who bring to 
their solution trained minds and 
tested capacities. 

The old railway advertising,— 
say that of any period not in- 
cluded in the last ten years—was 
wild and ragged. It was the prod- 
uct of the passenger agent’s own 
mind, in his few hours of free- 
dom from the exacting routine of 
business, or the contribution of 
some clerk on his staff as a liter- 
ary exercise. It was occasionally 
misplaced as to time, and almost 
always as to character. 

When L, P. Farmer was pass- 
enger agent of the Pennsylvania, 
and George W. Boyd was his as- 
sistant, Mr. Boyd strove to sys- 
tematize that which with Mr. 
Farmer’s ideas would not be 
regulated, The Pennsylvania then 
had an appropriation of $250,000 a 
year, in which was included the 
values of transportation issued on 
advertising or press account. 








That, as can be guessed, was a 
movable factor. Frank Thomson, 
then president of the road, start- 
ed in with a firm hand to reduce 
the whole property east of the 
Mississippi, south of the Great 
Lakes and north of Richmond and 
the Ohio River to a system. He 
was in fact old System himself, 
and what nobody else could do he 
found very easy, if it applied to 
making men or things stand in a 
row. We are concerned with 
what he did for advertising. He 
ruled that passes given should be 
charged as mileage. They were 
to be given freely to the valuable 
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press, sparingly to the unimport- 
ant, and not at all to the sca- 
venger group of newspapers, 
somewhat larger in those days 
than at present. This mileage was 
charged only for bookkeeping 
purposes, The papers never heard 
it, no statements of the amounts 
were ever presented to them, But 
these papers that asked most 
were promptly asked for reading 
notices, of which a record was 
kept. The company about this 
time formed a Press Bureau in 
charge of advertisements, and 
Frank Barksdale, who up to that 
time had conducted a _ weekly 
paper in the Shenandoah Valley 
and had been fortunate in attract- 
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ing the attention of George Boyd, 
who had succeeded to the place 
of L. P. Farmer, was called to 
the position. The appropriation 
was increased, and Barksdale was 
told to go as far as he liked with- 
in the limits. Although Barks- 
dale’s paper does not seem to 
have set the Shenandoah on fire, 
he promptly set the match to the 
stream of railway publicity, Bet- 
ter copy had not previously been 
written. Terser English, more 
convincingly applied, had not ap- 
peared in the railway world. He 
says that the trouble. if any, with 
the other chaps, is that their em- 
ployers don’t furnish them with 
the inspiration of a good road to 
write about. He took hold, under 
Boyd’s supervision at first, but his 
competency was so manifest after 
a short time that he was given 
a free hand within the appropria- 
tion. For instance, when the 
18-hour train to Chicago was put 
on there was no discussion as to 
how it should be advertised or 
how much_ should be - spent. 
“Barksdale will take care of that 
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all right,” said President Cassatt, 
and Barksdale did, in its publicity 
aspects. 

The building of standing news- 
paper advertisements for railways 
is but a small part of the pub- 
licity work. They are perhaps 
most in evidence to the general 
eye, but when a man intends to 
travel he wants details of his 
journey, the time to be consumed, 
the connections he can make, ac- 
commodation he can have, and 
the information of course ema- 
nates for the railway itself from 
the executive control of the sys- 
tem. But it is technical. It must 
be reduced to the level of com- 
mon intelligence. and so time 
cards for the public are the work 
of the advertising department. 
The folder, with its gaudy decor- 
ation, came in some forty years 
ago, and racks to hold them were 
placed in all public places. The 
racks were furnished by the co- 
operation of all the lines, or near- 
ly all. Some roads didn’t sub- 
scribe, but promptly supplied 
printed matter to fill them. And 
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™ When an "advertiser employs The Journal—Milwaukee’s BIG 
ONE —to sell his merchandise in Milwaukee and Wisconsin, he is 
guaranteed two of the greatest essentials in successful salesmanship : 


First—-HNOWN CIRCULATION 


His advertisement is carried ~. 


homes in the city of Milwaukee. 


uantity, cannot be equaled by the employment of any 


evening into more than 507, of the 
is amount of circulation, quny and 
t 


vee other 


dailies published in the city of Milwaukee—that is the cz¢y circulation. 
The Journal’s ‘otal paid circulation is guaranteed advertisers to be 
double that of any other Milwaukee daily and greater than is the com- 
bined circulations of any ¢wo other Milwaukee dailies. 


Second—GUARANTEED RATES 
He buys this publicity, over 50,000 paid in THE home newspaper of 
Wisconsin’s metropolis, at a price the Zowest possible to obtain and at a 
cost much lower than he could possibly buy an equal amount of publicity 


for in that field zx any other way. 


The Journal’s daily circulation during June,1908, was 
56,131 
The Journal’s rate is 7c. per line flat. 
L. T. BOYD, Publisher. 


J. F. ANTISDEL, 
9 West 2oth Street, 
New Yorx City, 


C, D, BERTOLET, 
Boyce Building, 
Cuicaco, Ix. 


O. E. DAVIES, 
Gumbel Building, 
Kansas City. 
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now, after a long period of use, 
they are just at this time falling 
into disuse. The framed and 
glazed pictures of the road were 
also to be made and fitted for 
hotel exposure. In recent times 
the hotels have resisted these pic- 
turesque methods. For instarice, 
the Waldorf and the Knicker- 
bocker in New York prefer ‘to 
use their own art selections, and 
that method of publicity has fallen 
into disrepute. But there was 
evidence of good art work and 
considerable taste in the former 
method. The Erie road spent $150,- 
ooo in one year in that form of 
advertising. It is now as extinct 
as the Dodo. Survivals of it ex- 
ist in city ticket offices, and in 
some old railway stations whose 
walls, in the old days, used to be 
fairly and bewilderingly covered 
with ornate frames presenting 
romantic views in oil sepia and 
photography, more or less accur- 
ate, of picturesque scenery on the 
Mountain, the Valley or the Sea- 
side route. 

In their stead sprang up the 
magazine devoted to the interests 
of the road. The editing of these 
was the business of the advertis- 
ing department. It was not in 
truth a magazine, it only made a 
noise like one and bore a monthly 
date, and skipped its periods of 
issue with delightful disregard of 
its professed character. It was 
first given away. Then. as the 
demand for a better and higher 
class publication justified it, a 
price was set to cover its cost in 
some measure, and then, as in the 
case of the Four Track News. 
established by George Daniels of 
the New York Central, it entered 
the field of competition with the 
regular publications. Most of 
them, however, didn’t survive the 
rivalry. 

This class of publication is now 
conducted upon the English prin- 
ciple of business, where nobody 
does anything for anybody for 
nothing.. Only the system in this 
country is not carried so far as 
in England, where not even a 
folder or local time card is issued 
except in return for a penny. 
Speaking of this phase of railway 
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advertising, one of the two gen. 
tlemen named at the head of this 
article has said: “It is not, as you 
might think, a cheese-paring pol- 
icy to sell our pamphlets, book- 
lets and more ambitious advertis- 
ing prints. It is to create in the 
mind of the public a sense of their 
value. What is too freely dis- 
tributed comes into  disesteem. 
But what a man pays for he re- 
tains long enough at least to ex- 
tract the full value from it, That 
is the reason we ask people to 
send at least a stamp to defray 
the expense of the post.” 

That is a rather specious pres- 
entation of the case, but it may 
be accepted as one aspect of it 
without question. 

The summer book of the Penn- 
sylvania is one of 350 _ pages, 
handsomely gotten up, filled with 
exact information and beautiful 
views, and costs to get up forty- 
three cents. But it is sold very 
gladly for ten cents. and if a 
patron does not happen to have 
the exact change they are just as 
pleased if he will accept a copy 
without charge. 

Railroad advertising is in a 
transition _ state. The _ bulletin 
method adopted by the Pennsyl- 
vania and the New York Cen- 
tral, which runs one or two days 
and then changes, seems to be the 
favorite form for the daily press. 
Recently. the New York Central 
has added to this bulletin art ad- 
ditions suggestive of the territory 
through which or to which the 
trains run, or the occupation of 
the passenger when he gets there. 
These are admirable pictures. and 
being unincumbered with pleth- 
oric text are very attractive ad- 
vertisements. The Pennsylvania 
does its business in groups. First 
the Jersey Coast, then Long 
Island, then Washington and Bal- 
timore, then St. Louis, Chicago 
and Cincinnati: then Erie. Pitts- 
burg. Cleveland. Toledo, and so 
on. It takes the wider range be- 
cause the New York Central al- 
lows its connections west of Buf- 
falo to look out for the through 
travel eastward, so that for illus- 
tration the Lake Shore Limited 
never ceases to be a Lake Shore 
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train supported by the road which 
gives its name, even when it is 
running into the Grand Central 
Station. The New York Central 
exacts its local fare for pulling it, 
and there its interest ends. Its 
advertising is a matter concerning 
the Lake Shore solely. 

The disappearance of time 
cards for the Pennsylvania from 
the daily press stimulated inquiry 
as to the cause. They were taken 
out so that the folder and fur- 
nished time card could become 
more valuable in the eves of the 
traveler. ROE? RR. 

eer OF 
MEN’S FASHION NEWS. 


Moe Levy & Co. 
We Make the Clothes We Sell. 
New York, July 21, 1908. 
Editor of Printers’ INK: 

Nearly every day, when you pick up 
a newspaper, you will find. not alone 
regular articles on women’s fashions, 
but also numerous news items referring 
to various new and startling fashions 
which have been created for women. 

But. as far as men’s wear is con- 
cerned, it is only on rare occasions 
that you find news regarding new 
fashions or novelties. 

Is there any particular reason why 
articles on men’s wear should not ap- 
pear in just as prominent a_ position 
of the home page in our great metro- 
politan papers? 

Even admitting that variation in 
men’s styles, as far as clothing is con- 
cerned, is not so great, there are such 
new style kinks introduced into clothes 
every season as to require that the av- 
erage man he clothed in “new style.” 
no matter whether his clothing has be- 
come “worn” or not. 

I should think from the importance 
of the men’s clothing and furnishing 
trade in America, that the newspapers 
would find it an excellent feature to 
create a prominent men’s fashion col- 
umn in which they could cal] attention 
to any of the new innumerable men’s 
fashions and novelties produced every 
season. 

Don’t vou thing that the above may 
be made the basis of an interesting ar- 
ticle in Printers’ INK? 

The influence of Printers’ INK 
among newspapers has been recognized 
for so long that T am addressing this 
suggestion to you in preference to any 
of the other advertising and _ trade 
papers. 

Hoping to have the pleasure of re- 
ceiving a reply from you, I am, 

Cordially yours, 
J. W. Lrnpav, Jr, 
Adv. Mer. Moe Levv & Co.; Mgr. Bell 
Tailors of New York: Adv. Adviser 
Rothschild, Meyers & Co., Auto- 
matic Pencil Sharpener Co., Loeff- 
ler, Thiel & Co. 
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A PROMINENT advertisement on the 
front page of the Evening Post, one 
hundred years ago has a marked poetic 
savor. Here is is: “Teas, nankeens, 
china, cassia, &c., just landed and for 
sale by the subscribers, the cargo of 
the ship Maryland, from Canton. 
Hyson, Hyson skin, young Hyson, Sou- 
chong and Imperial. Teas fresh and of 
superior quality; yellow and blue nan- 
keens, long and short pieces; china, 
table and tea sets, cassia, vigonia skins, 

Le Roy, Bayard & McEvers, who 
also have on hand leghorn straw hats, 
shirting linen, ticklenburghs, bretagnes 
coutils, table linen, creas, madras hand. 
kerchiefs, leaf and manufactured to- 
bacco, English refined lump _ sugar, 
prime pork, Petersburgh flour, London 
particular, Tenneriffe wine, Lisbon red 
port and old Madeira do.” This fas- 
cinating shop, richer than any other 
Oriental bazaar, must have been well 
known to old New Yorkers, since the 
proprietors did not trouble to publish 
their address.—Teclegram. 








Midsummer 
_ Advertising Gains 


During the month of June the 
Chicago Department Stores 
increased their advertising in 


THE | 


| Record- Herald 


over the corresponding 
+ + month last year . . 


22 400 per cent 


notwithstanding that there were four 
Sundays this year as compared with 
five last year. 





During the first six months of 1908 
The Record- Herald increased its 
Department Store advertising 


68,465 lines 


| over the same period last year. 








Local advertisers get the best results 
rom 


| THE CHICAGO RECORD - HERALD 

| Net Paid Circulation, June, 1908 : 

| Daily Average Exceeding, 143,000 
Sunday Average Exceeding, 192,000 











Lincoln Freie Presse 
Lincoln, Neb. 
Actual Average 
Circulation 149,281 
Our biggest circulation is in the States of 
Iowa, Wisconsin, Minnesota, Nebraska, 


Illinois, etc., in the order named. Allsub- 
scriptions paid in advance. Flat rate, 35c, 
TRNAS Se a 
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OUTDOOR NOTES. 


“Who is the biggest advertiser 
in New York to-day?” asked one 
man of another. They were sit- 
ting in a Chicago hotel. 

“Wilson Whiskey,” came the 
prompt reply. “Why, they’ve cov- 
ered the town with big signs, 
There’s one on Broadway show- 
ing a man mixing a cocktail, and 
real water is running out of a 
syphon that must be twenty feet 
high.” 

“You're sure that sign is still 
up there, are you?” asked the 
other. 

“Surest thing you know—why, 
I was in New York last week, 
and saw it myself.” 

“And you’d wager money that 
there are just as many Wilson 
Whiskey signs around the old 
town as ever?” 

“I certainly would—it’s a safe 
bet.” 

“Well, my dear fellow, that 
Wilson sign with the water pour- 
ing out of the syphon was painted 
out nearly three years ago, and 
the Wilson people got through 
with New York fully two years 
ago. You are like a lot of other 
folks when it comes to a big out- 
door advertising—you continue to 
see the ads long after they have 
been taken away. That is why it 
pays to spend ten or twelve thou- 
sand dollars a month one year 
for a big outdoor showing on 
Broadway. The advertising is 
over in twelve months. But the 
impression lasts five or ten years.” 

* * x» 


Recent reference in PRINTERS 
Inx to the huge painted sign on 
the New York Central Railroad 
calls to mind two imposing signs 
on the Jersey meadows approach- 
ing New York. Both are now 
painted with advertisements for 
Crystal Domino Sugar. The first. 
on the Central Railroad of New 
Jersey, is 282 feet long, and from 
fourteen to forty feet high. The 
second, on the Lackawanna, is 
nearly a block and a half long 
(287 feet) and is seen from three 
railroads and the trolley lines. 
It is estimated that one hundred 
thousand passengers on 547 
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through and suburban trains pass 
these signs daily. 
* * * 


One of the oddities of outdoor 
advertising in big cities is a sign 
called the “Slim Jim” by bulle- 
tin men. It is only three feet in 
height, and is placed between the 
upper windows and the roof of 
a building so as to be visible from 
the elevated trains. It runs be- 
tween fifteen and twenty-five feet 
in length, however, and affords 
room for quite an advertising 
message. Think of a sign three 
by twenty-five feet, and you see 
how this oddity got its name in 
billposter’s parlance, 

+ * a 

Some conception of the outdoor 
advertising man’s aim in covering 
the railroads entering New York 
is given in statistics of daily pas- 
senger traffic. The number of 
trains entering and leaving each 
week-day over the various lines 
is 3.466, and they carry approxi- 
mately 618,000 passengers: 


Passen- 

Trains gers 

Grand Central Station 1,230 220,000 
Erie 218 39,000 
Lackawanna 220 40,000 
West Shore 240 40,000 
Pennsylvania 700 126,000 
Tersey Central 327. += §8,000 
Long Island Railroad 381 68,000 
Lehigh Valley 50 9.000 
Staten Island Railroad 190 ~—-:18,7909 

* * * 


Despite these big figures, how- 
ever, the painted bulletin men 
make strong claims for the rea- 
sonable cost of their medium, and 
claim that in no other way can a 
neighborhood in the metropolis be 
so cheaply and definitely covered 
as bv paint or paper. In the case 
of the Carolyn Laundry, for in- 
stance, a start was made with 
only two boards in its own local- 
ity on East r2oth street. Results 
came immediatelv. The advertis- 
ing was extended. A single bul- 
letin maintained at Broadway and 
108th street increased the business 
at a branch there seventy-five per 
cent in six months, and after a 
time it was necessary to curtail 
some of the advertising while the 
plant was being enlarged to ac- 
commodate new business. This 
laundry did no other advertising, 











so it must have been the bulle- 
tins. 
x * * 


More than 200 classes of busi- 
ness never seen on the boards and 
bulletins in New York have ap- 
peared there the past few years. 
Some began with an expenditure 
as low as $75 a month. Five 
painted bulletins can be maintain- 
ed in a given neighborhood tor 
from $1.50 to $2.50 a day, total 
expense to the advertiser, Five 
dollars a day will maintain an il- 
luminated bulletin ten feet high 
and twenty feet long on Broad- 
way—a twenty-four-hour adver- 
tisement. ‘Ihe same amount will 
put ten painted signs the same 
size in New Yorks crack resi- 
dence districts on Riverside Drive, 
Central Park West, Upper Broad- 
way, etc. 
out on the railroads buys twenty- 
five bulletins ten by forty-eight 
feet—12,000 square feet in_ all, 
Six bulletins on surface car lines 
are leased for one dollar a day, or 
one ten feet high and forty feet 
long at the West Twenty-third 
street ferry, For $1,000 a month a 
very fair showing over the whole 
of Greater New York can be had. 
This includes: Two illuminated 
bulletins on Broadway; one il- 
luminated bulletin on 125th street ; 
one big painted board downtown; 
two at the Brooklyn Bridge; ten 
along the elevated railroads; one 
at the Twenty-third street ferry; 
two on -prominent driveways; 
thirty in residential districts. 
These prices are based on yearly 
contracts, of course. 

* * * 

The prominent centers covered 
by the outdoor advertising men 
in New York are; Cooper Square, 
Madison Square, Union Square, 
Times Square, Herald Square, 
Long Acre Square, Grand Circle, 
125th street, Brooklyn Bridge, 
Williamsburg Bridge, the ferry 
terminals, Broadway, the elevated 
roads and driveways and the 
Bronx. Among the residential 
districts deemed most important 
are: Second, Third, Fifth, Sixth, 
Seventh, Eighth and Ninth av- 
enues, Upper Broadway, Columbus 
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avenue, Central Park West, St. 
Nicholas avenue, Lexington av- 
enue, Amsterdam avenue, Man- 
hattan avenue, Madison avenue, 
Park avenue, Riverside Drive, 
Convent avenue, 110th street. Lt 
is estimated by the outdoor men 
that a throng equal to the entire 
population ot the United States 
visits New York every six 
months, or 400,000 a day, and the 
way they state their medium in 
terms ot circulation is as follows: 


Every second four visitors arrive in 
New York. 
Every 42 seconds an immigrant ar- 
rives. 
Every 52 seconds a passenger train 
arrives. 
Every 3 minutes someone is arrested, 
Every © minutes a child is born, 
Every 7 minutes there is a funeral. 
Every 13 minutes there is a wedding. 
Every 42 minutes a new _ business 
firm starts up. 
Every 48 minutes a building catches 
re. 
Every 48 minutes a ship leaves the 
harbor. 


Every 51 minutes a new building is 


erected. 

Every 1% hours someone is killed 
by accident. 

Every 8% hours some pair is di- 
vorced. 

Every 10 hours someone commits 
suicide. 

Every night $1,250,000 is spent in 
restaurants for dinner. 

Every day 350 new citizens come 
here to live. 

: aie 
HARVEST PROSPERITY. 
According to figures prepared by 


officials of the Department of Agricult- 
ure at Washington, the crops of 1908 
will be worth nearly $8,000,000,000 

That’s a lot of money. 

Going into the pockets of the Ameri- 
can farmer it means prosperity for 
them, and when the men who till the 
soil are prosperous, the times are gen- 
erally good for everybody in this coun. 
try. 
Take the tip and get ready now to 
do business. Don’t let the fact that this 
is a presidential election year scare you 
even a little bit. Folks will eat and 
drink and wear clothes and build homes 
regardless of the political complexion 
of the next lodger in the White House. 
—From the Boston Globe. 


_ +o, 


A coupe of colored blacksmiths in 
an Alabama town, concluded lately to 
dissolve their partnership, and made the 
fact known by nailing on the door of 
their shop, a notice to that effect, The 
notice ran as follows: “The kopardner- 
shipp heretofor resisting between me 
an Mose Jenkins is heerby resolved. 
All .perrsons owing the firm will settel 
with me, and all perrsons that the firm 
owes to will settel with Mose.” 
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CATCH PHRASES. 


The value of a good catch 
phrase in advertising 1s unques- 
tioned, but it should be chosen 
with great care. lo be of any 
value it should do more than at- 
tract attention—it should tell a 
story, concrete, compact and un- 
forgetable. 

One of the best examples we 
have ever had is the well-known 
phrase that helped to popularize 
amateur photography: ‘You press 
the button, we do the rest.” 
Packed in this single, short sen- 
tence was the powertul suggestion 
that you could “take” all the pic- 
tures you desired, while the detail 
work of bringing out the finished 
product was not for you, if you 
wished to avoid it. 

In contrast 1 give you an ex- 
ample of the folly of adopting a 
catch phrase just for the sake of 
having one. A furniture dealer in 
Boston, some years ago, used the 
expression ‘when in doubt buy 
of ....” This is inapt, carrying 
as it does entirely the wrong sug- 
gestion. Our furniture friend 
was evidently a devotee of 
“Bridge,” and his phrase was 
adapted from the well-known ad- 
vice of Hoyle. It seems to me 
that if I had been a rival dealer I 
should have had something to 
say in my advertising to the ef- 
fect, that: “There is no doubt in 
the minds of 10,000 pleased and 
satisfied customers that Andrews 
Furniture Co, is the best place to 
trade.” A home furnishing com- 
pany in Detroit, Mich., did better, 
I think, when it said: “You fur- 
nish the girl, we do the rest.” 
But this could have been im- 
proved upon and imitation avoid- 
ed by saying, in the latter portion 
of the phrase, “we furnish the 
home’’—that being just the thing 
that ought to be emphasized. You 
see what a difference it makes how 
you put it. It is like the old joke 
of the man who said that he “fell 
notwithstanding.” A friend who 
tried to repeat the joke said that 
“he fell nevertheless.” 

When 1 was a boy railroad 
crossings bore a massive sign 
which read: “Railroad Crossing, 
Look Out for the Engine while 
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received $6,000 for his work, 





But accidents 
and finally one 


the Bell Rings.” 
were common, 
railroad management was wise 
enough to pay a man to produce 
something that would hit people 
quick and hard. This he did with 
the familiar sign: “Stop, Look, 
Listen.” It is said that the writer 
It 
seems a large fee, but it would 
only take two or three damage 
suits saved to pay it. Brevity is 
said to be the soul of wit—it is 
certainly the salvation of the sign 
writer. 

‘Twenty thousand dollars’ worth 
of new furniture in every bottle” 
was not a bad expression to use 
in connection with a_ furniture 
polish. 

“A square foot of real estate 
is worth more than a dozen 
castles in the air” goes well with 
an advertisement otf house lots. 

“It serves you right” and 
“There’s a plate for you” are 
phrases that have been made the 
trademark of successful restaur- 
ants. 

A barber in Chicago says over 
his door: “Take home a shave.” 

A lunch room. in Haverhill, 
Mass., is called: “The Life Saving 
Station.” This may or may not 
be appropriate. I have seen 
places of that nature that I con- 
sidered I saved my life by keep- 
ing out of. A catch phrase will 
inevitably have a facetious turn to 
it, but unless it does more than 
that. don’t nail it to the mast- 
head. A phrase that has a strain- 
ed effect will never stick in any- 
body’s memory. 

Amos Woopsury RIDEOUT. 


HOW “WE” LICKED HIM. 


There cannot be much satisfaction in 
“goin’ around and lickin’ the editor” 
when the latter not only makes copy out 
of the encounter but pictures himself 
as the hero as well. The following 
vivid pen picture is taken from the 
editorial columns of an Iowa journal: 

“There was a blow. Somebody fell. 
We got up. Turning upon our antag- 
onist, we succeeded in winding his arms 
around our waist, and by a quick man- 
cuver threw him on top of us, bringing 
cur back, at the same time, in contact 
with the solid bed of the printing 
press. Then, inserting our nose _be- 
tween his teeth and cleverly entangling 
his hands in our hair, we had him!”— 
Everybody’s. 
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(A Roll of Honor } 


Noamount of mouey cun buy a place in this list tor «a paper not having the 
requisite qualification. 








Advertisements under this e ted from Li who, accord- 





ar 
ing to the 1907 issue of Rowell’s American Newspaper Directory, have cubeniteea for 
that edition of the Directory a cir auly signed and datea, 





also from publishers who for some reason failed to obtain a figure rating in the 197 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 190d issue of the American Newspaper Directory. Cir- 
culation figuresin the ROLL oF Honor of the last named character are marked with an (> }. 


These are generally regarded the publishers who believe tnat an advertiser has a right 
to know what he pays his hard cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching inv estigation 

would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. New Haven, Evening Register,dy. Annual 


sworn aver. Sor 1907, 15.720; Sunday, ls 
Birmingham. Ledger, dy. Average for 1907, J ty, 12,104 
21,861. Best advertising medium in Alabama. 








an .. w Haven, Lender. ps 8,727. Outre ev’g 

epublican paper. J. McKinney, Sp. : 

Gadsden, Evening Journal, dy. Arerage 1907, ong ciea me id 

2,468; January, 1908, 2,555, April, 2,726. New Haven, Palladium, dy. Aver. 06, 9,549: 
1907, 0. 





Montgomery, Journal, dy. Aver. 1/907, 9,464, = 
The afternoon home newspaper of its city. New Haven, Umon. Average /907, 16,548. 
je Xe 


Ez ‘Kats, Special Agent, 
ARIZONA. New London, Day. ev’g. Aver. 1906. 6,104; 
Phoenix. Kepublican. pate aver. 1907,.6,519, average Sor 1907, 6,547; ars, 1908, 6,708, 


Leonard & Lewis, N. Y. Reps. Tribune Bldg. ene 
Norwalk, Eveniny Hour. April circulation 


ARKANSAS exceeds 8,500. Sworn statement turnished. 
e patente 

Fort Smith, Times. Dai/y average /907, 4,188, Waterbury, Revublican. Av. 1907, 6,888 
Largest circulation in city of 35,000, : morn.; 4,400 Sunday. Feb.,’v8, Sun., 5,922. 


Little Rock. Arkansas Gazette. morning. 
1907 av. 18,427, Sun. 16,492. The State paper. DISTRICT OF COLUMBIA. 


Washington, Evening Star, daily and Sun- 





CALIFORNIA. day. Daily average for 1907, 85,486 (@©). 
Oakland, Enquirer. (Consolidation 
Enquirer and Herald.) Average May, FLORIDA 
Pt SeereenL eewee CuepalatOn 33 Jacksonyille, Metronolis.dy. Average 79 
*k sere 907, 
Oskiand guaranteed. 10,880. A Katz, Special Agent, New York. 
Sacramento, Union, daily. The quality me- a 
orto! Jacksonville, Times-Union, morning. Aver- 
dium of interior California. age for first aie monthh 1908, 12,676. g. 
COLORADO. Tampa, Tribune, morning. Average /9€7, 


Denver, Post, has a paid cir. greater than that 12,516. Largest cireulation in Florida. 


of any two other daily mee BOR; 8 pub. in en 

ver or Col. Cir. is—dy., 68,8923 Sun., 82,78 GEORGIA. 

@ The absolute correctness of the deed Athante. Journal, dy, Av #07, B1,144. Sun- 
circulation rating accoraed day 56,882. Semi-weekly 68,275. The Jour- 
the Denver Post is guaran- nel covers Dixie like the dew. 

A teed by the publishers of 
ovo Rowell’s American News- ILLINOIS 


TEED paper Directory, who will Aurora, Daily Beacon. Goes into homes. 
pay one hundred dollars to Jan., ’08, 6,828; April, 7,458; June, 7,954, 

the first person wno success- Siete ig eee larger c 

. n, News. Gua’ er cireu- 

fully controverts its accuracy. lation than sil other papers published in the twin 


cities (Champaign and Urbana) combined, 
CONNECTICUT. 
Chicago, The Americ an Journal of Clinical 
Bridgeport, Evening Post. Sworn daty, eal Medicine. mo. ($2.00), the open door to the Ameri- 
1907, 11,945. Sworn daily, March, 12,498. can Doctor, and through him to the American 
ae Public. Av. circul’n Sor past 3 years, 87,794. 





Bridgeport, Norsing Telegres. cn 
Average for May. 1908, sworn, 12,25: Chicago, Breeder’s Gazette. weekly, $2. Aver. 
You can cover Bridgeport by ‘using circulation for year 196, 70,000. For year 
Telegram only. late. ic. per line, flat. ended Dec. 25 1907, 74,755. 4mos. 08, 74,889, 





Meriden. Journal, evening. Actual average Chicago, Commercial “‘Telearaphers’ Journal, 


for 1906, 7,580. Average for 1907, 7,748. monthly. Actual average for 1907, 15,000, 
Meriden. Moraine Record and Republican. Chiengo, Dental) Review, monthly. ; Actual 
Daily average 1906, 7,672; 1907, 7,769. average for 1906, 4,001; for 1907, 4,018, 
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GChiengo, Journal Amer. Med. Ass’n, week! 
Av. for 07, 52,217; Jan., Feb., Mar.,’08, 'S3,08, 


F Chicago, National Harness Review, monthly 
5,000 copies each issue of 1907 


Chicago, Kecord-Herain. Average 1907, dail 
151,564; Sunday 216,464. it is not dispute 
that’ The C Chicago Record-Herald has the largest 
net paid circulation of any two-cent newspaper 
in the world, morning or evening. 

KF The absolute correctness of the latest 

circulation rating accorded 
the Record-Herald is guaran- 


fAerv-meteed by the publishers of 
Tero Rowell’s American News- 
paper Directory, who will 


pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 


Chicago, The Tribune has the largest two-cent 
circulation in the world. and the targest circula- 
tion of any morning newsvaper in Chicago. The 
TRIBUNE is the onty Chicago newspaper receiv- 


ing (OO). a 


Galesburg, Republican- Regis ster. even ‘% Car- 
ries most advertising. Circulation, May, 6,174. 


Joliet, Herald, evening and Sunday morning. 
Average for year ending April 30, 1907, 7,871. 


Peoria, Evening Star. Circulation for 1907, 


21,659. 
INDIANA. 


Evansville, Courier. Sworn daily circula- 
tion--average for 1907, 17,018. Average for 
1908 (four months), 17,672, Circulation guar- 
anteed to be largest in Evansville. Smith & 
Budd, Representatives, N. Y., Chic. and St. 1. 


Evansville. Journal-News. Ar. for 1907, 18, 
188. Sundays over 18,000. E. Katz, 8. A..N.). 


Lafayette, Courier and Call. 1907 av., 5,428. 
Only evening paper. Popular want ad medium. 


Notre Dame, The Ave Maria. Catholic weekly. 


Actual net average for 1907. 26,112. 


Princeton, Clarion-News. daily and weekly. 
Daily average 17, 1.577: weekly, 2.641, 

South Bend. Tribune. Sworn arerage Apr. 
1908, 9,664, Absolutely bestin South Bend 


IOWA 
Burlington, Hawk-Eye, daily. 
8,987. “All paid in advance.” 
Council Bluffs, Nonpareil. 
months ending June 30. 18,665. 
Kvening --Sunday. Only daily in city. 
covered otherwise. 


Davenport, Times. Daily aver. June, 14,027. 
Circulation in City or total guaranteed greater 
than any other paper or no pay for space. 


Des Moines. Capital, daily. Later ee Young 
Publisher. Circulation a 1907, 41 Rate 
70 cents per inch. flat. If you are oy business 
in lowa, the CAPITAL will get itfor you. First in 
everything. 


Dubuque, ‘Times-Journal, morn, and even. 
Daily average, 1907, 11,849; Sunday, 18,555. 


KANSAS. 
Hutchinson. News. Daily 1906, 4.260; 1907, 
4,670. E. Katz, Special Agent. N. Y. 


Levrene World, daily. Actual average for 
1907, 4,21 


ittebu Headlight, dy and w. Average 
am daily @2@S; weekly & 547. 


KENTUCKY. 





Aver, 1907, 
Average six 
Morning— 
Can't be 





Lexington, Leader. Av. ’06, Fo: 157. Sun. 
6,798; for ’07, eve’g, 5,890, Sy. 7,102. E-Katz. 
earn 
Augueta. Comfort. mo. . A. Gannett, pub. 

Actual average for 1907, 1 294,488 


sta, Maine Farmer, w’kly. Aver. for /907, 
6. Kates low; recognized farmers’ medium. 





PRINTERS’ INK. 


Ban for, Say ee aes. Average for 1907, daily 


10,018; weekly, 28,422. 


Phillips. Maine Woods and Woodsman.weekly, 
4. W. Brackett Co. Arerage for 197, 8,012, 


Portland. Evening Express, Average ror 19v7, 
daily 18,614. Sunday Telegram, 8,855. 


Waterville, Sentinel. /907 average, 8,418 
daily. The fastest growing paper in Maine 


MARYLAND. 


Baltimore, American, Daily average for (907, 
75,652; Sun., 91,209. No revurn privilege 
Baltimore, News. daily. Evening News Pub- 
lishing Company. Average 1907.%%,748. For 
June, 1908, 90,858. 
The absolute correctness of the 
latest circulation rating accorded 


GUAR the News is guaranteed by the 
publishers of Rowell’s American 
te Mo Newspaper Directory. who will 


pay one hundred dollars to the 
Jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 


Boaton. Evening Transcript (O©). Heston’s 
tea table paper. Largest amoant of week day adv, 


tee te te te 


Boston. Globe. Average 1907. daily. 181,844; 
Sunday 808,808, Largest circulation daily of 
any two cent paper in the Onited States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon editions for one price. 


Pe We We He We 


Muman Life, The Magazine About People. 
Guarantees and proves over 200,000 copies m'thly. 








Circulation over 
The aguressive paper 
editor and publisher. 





Boston, Traveler, "daily. 
85,000. "established 1825. ‘i 
of Boston. John H. Fahe; 





Fall River, Evening News s. The Home Paper. 
Actual daily average 1907, 2, 049, 

Gloucester, Times. 7/907 average, 7,804, 
Read by 95 per cent of Cape Ann readers. 


Lynn, Evening Item. Daily sworn av. year 
1906, 15,068; 71907, average, 16,522. The 
Lynn family paper. Circulation unappr oached 
in quantity or quality by any Lynn paper. 

Salem, Evening News. Actual daily average 
Sor 1907, 18,261. 


Worcester, Gazette, eve. Av. 1907, 14,682 dy 
Largest eve. cire’n. Worcester’s ‘‘Home” paper 





Woreeater. L’Opinion Publique. daily (®@). 
Patd average Sor 1907. 4,586, 
MICHIGAN. 


Mity, Times, evening. Average for 
1907, Bere 054 copies, daily, guaranteed. 


Jackson Patriot, Average May, ’08, daily 
8,499, Sunday 9,802. Grea Greatest net circulation. 


Saginaw, Courier-Herald. daily. Only wry a 
paper; aver. for 1907, 14,749. Exam. by A 








Saginaw, Evening News. daily. Average for 
1907, 80.53%: June, 1908, 19,215 


MINNESOTA. 


Palath, Evening Herald. Daily average /907 
28,098. Largest by thousands. 


Minnenapolia, Farmers’ Tribune. twice-a-week. 
J. Murphy, pub. Aver. for 1907, 82,074. 

















PRINTERS’ INK. 


Farm Stock, and Home, semi- 

monthly. Actual average 1905. XT.IST3 aver- 
age for 1906, 100.266; for 1907, 108.5 

The absolute accuracy of "Far’ m, 

Stocic «@ Home's circulation rating 

is guaranteed oy the American 

AU Newspaper Directory. Viroulation ts 

AN practically conjinec to the furmers 

aA) 


Minneapolis. 


of Minnesota, the Dakotas, Western 
Wisconsim aud Northern lowa. Use 
it to reacn section most prontadbly. 


Minneapolis, gone, Daily, 


and Sunday (© In 1907 aver- 
age daily circu cies, 76,861 
Evening only. In 1/97 av. § 
day cir .578. Daily aver- 
age circulation Sor June, 1908, 
evening only, 75,188, Average 
sunde circulation for June, 1908, 
rh The absolute accuracy 
bs sf4 Journal’s circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It is 
guaranteed to go into more 
homes pososatge) E paper in its field 
and to reach the great army of 
©O©|purchasers throughout the 
Northwest. The Journal brings 
results. 
CIRCULAT’N Minneapolis 
J. Murpby, vub. Est. 1867. Old- 
est Minneapoiis daily. The Sun- 
day Tribune average per issue 
Jor the year ending December, 
1907, was 76,608. The daily 
Tribune average per issue for 
the year ending Dece-nber, 1907, 
was 101,165, 











Tribune W. 





UA 
Onn 
TEED 

‘ 


by Am. Newn- 
paper Diree- 
tory. 





Minneapolis, Svenska Amerikarska Posten. 
Swan J. lurnblad, pu. 7/907, 54,262, 

St. Paul, Pioneer Press. Net average cercula- 

tion for 1907—Daily 85,716. Sunday 85,465. 

The absolute accuracy of the 

Pioneer Press circulation state- 

ments is guaranteed by the Ameri- 

can Newspaper Directory. Ninety 

per cent of the money due for sub 

scriptions is collected, showing 

that subscribers take the paper 

because they want it. All matters 

pertaining to circulation are open to i:uvesti- 


gatio 
MISSOURI. 
Joplin, Globe, daily Average 
E. Katz, Special Agent, N. ¥. 
Lexington. The Intelligencer reaches the best 
people in lafayette County. Daily and weekly. 


17,080. 


1907, 





St. Joseph, News-Press. Circulation, 1/907, 
= se Smith & Budd, Eastern Reps. 
+ Leonia, National Druggist, mo. Henry R. 
Pond... Editor ana Publisher. Aver. for 7907, 
— (© ©). Eastern office, 59 Maiden Lane. 


t. Louis, National Farmer and stock Grower, 
Actual average for 1907, 104,666, 


NEBRASKA. 
Lincoln. Deutsch-Amerikan at weekly. 
148,245 for year ending Oct. 30, 


Lincoln, Freie Presse. ser’ 
ending Sept. 25, 1907, 142,98 
NEW HAMPSHIRE. 


Nashua, selonranh. The only daily in city, 
Average for 1907, 4,271. . P ‘ 


NEW JERSEY 
Asbury Park, Press. /907, 5,076. Gained 
average of one subscriber a day for ten years. 
Camden, —_ Courier. Actual ee Sor 
year ending December 3/, 1907, 9,00 


Elizabeth, Journal. Av. /905. or 1906, 
7,847; 1907, 8,811; Jan., 08, 9,479, 


we 


Average year 





Jersey City. Evening Journal. Arerage for 
1907, 24,880, First six mon six months 1908, 24,875. 

wurk. Kve. News. Net dy. av. Sor 1906, 

és.os. copies; for 1907, 67,195; Jan. 69,829, 
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Trenton, Kvening Times. Ar, (906, 18.287 
aver, 1907, 20,270; last 4 yr. ’07, aver. 20,409. 


NEW YORK. 


Albany. Evening Journal. Daily average for 
907. 16,895. It’s the —— 


Bro N. ¥. Printers’ Ink’ sa: 
THES STANDARD UNION now has t e 
largest circulation in Brooklyn. Daily 
average for year 190 1907, 52,69 9%. 


Brooklyn, Weekly Re cord, weekly, 2 cents. 
Aver. for year 1907, 6,112, A want ad medium. 

Ruffaie. Courier, morn, Av./907, Sunday. oi: 
447; dasiy, 51,604; Enquirer, even.. 84,5 

Buffaie. Evening News. Daily aver wee pth 
94.690: for 1906, a4. Tass 1997, 94,8: 


Mount Vernon, Argus, evening. Actual daily 
average for 6 mos. ending June 30, 1908, 4,814, 











New burgh, Daily News, evening. Av- 
yerage circulation first quarter 7908, 
6,088, Circulates throughout Hudson 
Valley. Examined and certified by A.A.A. 


New York City. 
New York, Army and Navy Journal. Est. 1863. 
Weekly average, 6 mos. to June 27, 08, 10,169. 


Automobile. weekly. Average for year ending 
Dec. 1907, 17%, 095 

aker’s Review, monthly. W. k. Gregory Co., 
publishers. Actual average for 1907, 5,784. 


Benziger’s Magazine, the only popular Catholic 
Family Magazine published in tue United States. 
Circulation for 1/907 64,416; 50c. per agate line. 

Clipper, weekly (Theatrwal), Frank ae 
Pub. Co., Ltd. Aver. for 197, 26.641(00 


El Comercio, mo. Spanish export. J. Shepherd 
Ciark Co. Average for 1907, 8,888—sworn. 

Music Trade Keview, panne trade and art week- 
ly. Average for 1907, 4,70 

fhe People’s Home Journal 564,416 mo. 
Good Lite: ature, 458,666 monthly, average cir- 
culations for janet to paid-in-advance sub- 





scribers. F. M. Lupton, pub., Inc, Briggs & 
Moore, West. Rep’s. 38 Marquette Bdg., Chicago. 


The Tea and Coffee Trade Journal. Average 
circulation for year eugene June, 1908, 9,818; 
June, 1908, issue, 10,500. 

The Worid. Actual arer. sor 1907, Morn,. 845, 
442. b coaperl 405,172. Sunday. 488,885. 

Poughkeepsie, Star. evening. Daily average 
Sor first six months, 1908, 4,455; June, yon . 

Schenectudy. Gazette, daily. A. N. 

Actual average for 706, 15,809; for ’07, hy 

Syracuse. Kvening iteraic. daily. Herald Co. 
pub. adver, 1907, daily ilu 85,509, Sunday 41,180, 

Troy, Record. Average circulation 
1907, 20,168. Only paper in city which 
- rmitted A. A. A. examination, and 

le public the report, 

edn nami —- Contractor, mo. 
Average Jor 1907, 2,5 

Utien. Press. daily. Otto A. Meyer, publisher, 
Average for year ending Dec. 31, 1907, 14,889, 

OHIO. 

Akron, Times, daily. Actual average for 
year 1906, 8,977; 1907, 9,551. 

Cleveland, Piain Dealer. “st. 1841. Act. daily 





and Sunday average 1907, 4,911; Sunday, 
88,878; May, 08, 77,885 daily; Sun., 86,446, 

Dayton, Journal. /907, actual average, 
7 2 a“ 


ngfield, Farm and Fireside. over Me cen- 
tt ing Nat. agricult’l paper. °07, 447,8 


Youngstown, Vindicator. D' y.av. 07, 14,2 <a, 
Sy. 10,017; BaCoste & Muxwell, N Y. & Chicage. 
OKLAHOMA. 


Muskogee, Time:-Democrat. Average 1906, 5,- 
514; for 1907, 6,659. E. Ka Katz, Agt., N.Y. 


Oklahoma City “The Oklahoman. 1907 aver.. 
20,152; May, 836,214, E. Katz, Agent. N.Y. 
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OREGON, 


Portiand, Journal, bas larger vircula- 
tion in Portland and ip Oregon than any 
other daily paper. Ayo ong Journal, 
daily average 1907, 28,805; for June, 
1908, 80,116. Vreeland-Benjamin, Rep- 

resentatives, N. Y. and Chicago. 


Portland, The Oregonian ( ). 
For over fifty years has been the 
ey newspaper of the Pacific 

‘orthwest—more circulation, 
more 


foreign, more local and 


more classified advertising than ~ 


any other Oregon newspaper. 
June circulation, daily average 
85,247; Sunday average 48,911. 


PENNSYLVANIA. 


heater, Times. ev’g d’y. 
F. 


Average 1907. 7.640, 
N. Y. office, 220 B’way 


. Northrup, Mer. 














Erie, Times, daily. Aver. for 1907, 18,511; 
May, /908,18,898. E. Ka ae. He: 2 


Harrisburg, Telegraph Sworn ar. 


June, 1908, 
15,219. Largest paid cir. in H’b’g or no pay. 





Philadeipnia. Con Journal, 


Av. 1906, &.514 197. 


erioners’ 





mo. 












FARM JOURNAL is the only paper in 
the United States which has been 
awarded ali four of the distinguishing 
marks by Printers’ Ink. It is a Gold 


Mark paper, and was awarded the 
Seventh Sugar Bowl. has the Guar- 
antee Star, and included in the “Roll 
of Honor.” 
OF (HONORE) 
OF ‘HONOR 
Philadeiphia. The Press is 


Philadelphia’s Great Home News- 


paper. Besides the Guarantee 
GUA Btar, it has the Gold Marks and is 
AN onthe Roll of Honor—the three 
TEED most desirable distinctions for 
any newspaper. Sworn average 
circulation of the daily Press for 

1997, 


“In 
Philadelphia 
nearly 
everybody 
reads 

The Bulletin.’ 


NET AVERAGE FOR MAY 


246,909 


COPIES A DAY. 
WILLIAM L. MCLEAN. 


PRINTERS’ INK 


ont, Chester. Local News, 
W. H. Hodgson. Average for 
1907, 15, 6872, In its 36th year. 


GUAR Independent. Has Chester County 
AN and vicinity for its field. Devoted 
gaa?) to home news, hence is a ohme 


viper. Chester County is second in 
he State in agricultural wealth. 
York, Dispateb and Daily, Average for (907, 
18,124, 


RHODE ISLAND. 


ket. Evening Times, Aver, 
17.908 (sworn), 


Paw 
for 1907, 





ctreulation 











Fagg mv Daily Journal, 17,712 
sunday, 24,178 + ), Krening 


4 4,178 ‘00 e 
Pit 87,061 arerave 47. Bulletin 
circulation for 1908 over 45,000 daily. 


SOUTH CAROLINA. 
Charleston. Evening Post. Actual dy. aver- 
age 6 mos. 1908, 4, 685; June, June, 5,184, 


Cc olumbia. 5 State. Actual aver- 
age for 1907, daily (© ©) 18,082, 
(©) 18, 


Sunday, S87. Semi- 

ov4 “we weekly 2,99%, Actual average 
Fs NS Sor first six months of 15, 
EE OO mee Sunday (©) 


‘Spartanburg, He seaba. ak i Actual daily average 
circulation for first six months of 1908, 8,289, 


TENNESSEE. 
Chattanooga, News. Average 
Jor 1907, 14.4 Only Chatta- 
nooga paper permitting exami- 
nation circulation by A. A. A. 
Carries more advg. in 6 aays 
than morning paper 7 days. Great- 
est Want Ad medium. Guaran- 
tees largestcirculation or no pay. 


UA 
oF R 
TEEO 


Knoxville, Journal and Tribune. 
Veeon We wecr: ending Dec, 81, 1907 
Week-day av. Jan. and Feb- 
te 7908, in excess of 15,000. 

Memphis, C ommercial Appeal. daily. Sunday, 
weekiv, (97 av.: Dy.. 42,066; Sunday, 
61,2783 weekly, 80, O78. Smith & Thompson, 

Representatives. N. Y. and Chicago. 


Nashville, Banner. daily. 
$1,455: for 1907, 


Aver. for year 7906, 


TEXAS. 


av., 9,008. More than 
El Paso dailies. ' Verified by A. A. 


VERMONT. 


Times patie. FE. Langiey. 
1183 1907 


906, 4. 


1 Paso, Herald. Jan.. 
both other 


Aver. 


Barre, 
5 4,585, Exam. by A. oe * 
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Burlington, Free Press. Daily Average for 
1907, 8,415. Largest city and State circula- 
tion. Fxamined by Asso. of Amer. Advertisers. 


Rutland, Herald. Average 15 1907, 3.801. Only 
tutland paper examined by A. 





St. Albans, Massenaee, a. 
8,882. Kxamined by J 


VIRGINIA. 


Danville, The Bee. Av. (907, 2,711. April 
1908, 8,285. Largesi cire'’n. Only evening paper. 


WASHINGTON. 


— Post Intelligencer (O©) 
ior Feb. 1908, net Sunday 
gb. 6; Daily, 82,088; week day 
GUAR 80,8 74. Only’ sworn circulatior. 
in "Seattle. Largest genuine and 
re No cash paid circulation in Washing- 
ton; highest quality, best service, 
greatest results always. 


Tacoma, Lodger. Average 1907, daily, 17,482; 
Sunday, 25, 0¢ 


Tacoma, News. 
urdav. 17,6130, , 


Peerless Sor (907, 


Arerage 1907,16,525; Sat- 











PRINTERS’ INK. 


WEST VIRGINIA. 


Piedmont, Business Farmer, monthly. Lar- 
gest term paper circulation in West Virginia. 

Ronceverte. W.Va. News. wy. Wm. B. Blake 
& Son, pubs. Aver. 1907, 2,524. 


WISCONSIN. 


Janesville, Gazette. Daily average for 1907, 
8,67 1; semi-weekly, 2,416: June," 08, dy. 4,558, 

Madixon, pee Journal, dy. Actual average 
Sor 1907, 5,0 

Milwaukee, Gueaian Wisconsin,d’y. Av. 1907, 
28,082 (©©). Carries largest amount of ad- 
vertisiug of any paper in Milwaukee. 


_ Milwaukee, The Journal, eve., 
ind dally. Daily average for 1907, 
2; for June, 1908, 81; 








GUAR dati gain over June, 1907, 8, 979. 
AN The paid circulation ‘of’ the 
TEED Milwankee Journal is larger than 


that of any two cther papers in 
Milwaukee, and the city circula- 
tion of The Milwaukee Journal is larger than is 
the combined city circulations of any three 
other Milwaukee dailies. The Jourual leads all 
Milwaukee a classified and volume of 


advertising carri 
WISCONSIN 
, Ravrcscrosisr 


Racine, Wis.. Eatab. 1877. 
Actual weekly average for year 
ended Dec. 30, 1907, 56,817. 
Larger circulation i ee 
sin thanany nner: 

#3,60 an meh. Office. = 
ple Ct. W.C. FPL. nny Mor. 





2! 


Oshkosh, Northwestern. fais, Averaye for 


1907, 8,680. Examined by A 
Racine, Journal gaily. Average for the last 
six months 1907, 4, 4,876 


WYOMING. 


Cheyenne, Tribune. Actual net average six 
months, 1908, daily, 4,8%%3 semi-weekly, 4,420, 


BRITISH a 
Vancouver, Prevince. daily Sor 1907, 


18,5465 June, 1907, 18,8%3; Sau, , 15,2722. 
H. DeClerque, U.S. itepr. a Chicago and New York. 


MANITOBA, CAN. 


Winnipeg, ber Nordwesten. Canada’s Ger- 
man newsp’r, Av. /907.16,546, Rates i6c. inch, 


Winnipeg, Free tg daily and weekly. Av- 
erage for 1907, daily, 86,852; daily June, 1908, 
85,186; weekly av. for mo. of June, 27,062. 


Winnipeg, Telexram. Average daily, June, 
708, 28,929. Weekly av. 28,000, Flat rate. 


QUEBEC, CAN. 
Montreal, La Presse. Actual average, /907, 
daily 108,828, weekly 50,197. 


Montreal, The Daily Star and 
The Family ‘Heraid and Weekly 

1 —— subsorib- 

000 readers 


Taw ers, representing 
AN —one-fiftn teanaae Ieeianior 
TEED Ar, cir. of the Daily Si ie 1907 


62,887 copies daiiy; the Weekly 
Star, 129,885 copies ade issue 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 


COLORADO, 


W ANT advertisers get best results in Colorado 
Springs Evening Telegraph. Ic. a word. 


'Q\HE DENVER Post prints more paid ** Want” 
advertisements than all the other news 
paperg in Colorado combined. 


DISTRIOT OF COLUMBIA. 

ibe and SUNDAY STAR. Washington, 
©). carries DOUBLE the number of 

Rate le. a wore, 


Pare 
Wass Ase of any other paper 
ILLINOIS. 
fPYHE AURORA BEACON publishes more “Want 

Ads” than any other Northern Illinois news- 
paper outside of Chicago. One centa word. 

NYHE DAILY NEW%S is Chicago’s “Want ad” 

Diractory. 

Pas TRIBUNE publishes more classitied ad- 
vertising than any other Chicaxo newspaper. 
ALESBURG REPUBLICAN-REGISTER leads all 

Illinois inland dailies in paid Want ads. 


ANA. 

‘(HE INDIANAPOLIS NEWS, the best medium 

in the Middle West for mail-order classified 
indianapefl carries more of it than ail the other 
Indianapolis papers combined, its total i 
being 807 ads (an average of 9:9 a day)—23,331 
more: than all the other local papers had. The 
NEws’ classified rate is one cent a word, and its 
daily paid circulation over 75.000. 


The INDIANAPOLIS STAR 


Publishes more classified advertising 

than any other paper in Indiana. 
During the first six months ot 1908 

The Star carried 223.30 columns 

more paid ‘‘Want’’ advertising than 

was claimed by its nearest competitor. 
Rate, Six Cents Per Line. 

















MASBACHURET TS, 


Pe Wr We Ye We Wr 


'VHE BOSTON GLOBE, daily and sans fe ef 
the year 1907, printed a total of 446. 

“want” 7 There was a gain of 1,979 poe Pine 

year 1906, and was 230,163 more than oar other 

Boston paper carried for the year 


te te te te tk ik 


I\HK: Boston KVENING TRANSCRIPT is the a 

resort guide for New Englanders. hey 

ae eh to find all good places listed in its Be i. 4 
tising columns. 
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MAINE 
fH Eventine KXpreEss carries more Want ads 
than all other Portiand dailies combined. 
MARYLAND. 
fg°HK Baltimore News carries more want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad medium of Baltimore 
MINNESOTA. 
HE MINNRAPOLIS TRIBUNK is the recognized 
Want ad medium of Minneapolis, 


The Minneapolis JOURNAL, Paily “ 
and Sunday, cerries more clas 


sifted advertising than any other 
Minneapolis newspaper. From 
Jan. 1 to May 1 tre average num- 
ber of columns each week was 135, 
No free Wants and no Clairvoy 
ant nor objectionable medica! 
advertisements printed. Classi 
fied Wants printed in June 158,116 
tines. Individual advertirements 
22,741. Eight cents per agate line 
per insertion. if charged. No ad 
taken for less than 24 cents. If 

cash accompanies order the rate 
is 1 cent a word. No ad taken 
iess than 20 cents. 


CIRO’LAT’N igi MINNKAPOLIS 'TRIBUNK is 
the oldest Minneapolis daily 
and has over 100.000 subscribers. 
It publishes over 140 columns of 
Want advertisements every week 
at full price (average of two 
pages a day); no free ads, price 
covers both eg] and even- 
ing issues tate. 10 cents per 
by ens line, Daily or Sunday. : 
paper Dito 


= . PAUL seeular St. Paal, Minn., covers 
its field. Average for 1907, 68,671. 





MISSOUKL. 
HE Joplin GLOBk carries more Want ads 
than all other papers in Southwest Missouri 
combin2d, heecanse it gives resutts. One centa 
Minimam, 15¢ 
MONTA NA, 
i yae Anaconda yg Montana’s best 
newspaper. Want Acs, per word, Cir- 
culation for 1907, 11,087 daily; 15) 5090 Sunday. 





NEW JERSEY 
Bag CITY EVENING JOURNAL leads allother 
Hudson County newspapers in the number 
of classified ads carried. It exceeds because ad- 
vertisers get prompt results. 
J EWARK, N. J. FREIE ZEITUNG (Laily and 
4 Sunday) reaches bulk of city’s 100,000 Ger 
mans One cent per word: 8 cents per month. 


NEW York. 
LBANY EVENING JOURNAL, Kastern N. Y.’s 
best paper for Wants and classified ads. 


UFFALO EVENING NEWS with over 95,000 cir- 

culation, is the only Want Medium in Butfalo 
and the strongest Want Medium in the State, 
outside of New York City 


A™se. Mount Vernon’s only daily. Greatest 
Want Ad medium in Westchester County. 


RINTERS’ INK, published weekly. The rec- 
ognized and leaging \\antaa medium for 
want ad meciums. mail order articles, advertis- 
ing novelties, printing. typewritten circulars, 
rubber stamps, Gttice devices. adwriting, balf- 
tone making, and practivaliy anything whicn 
Interests and appeais to advertisers and busi- 
ness men. Classified aavertisements. 20 Cconts 
a line per issue flat, six words toa line, 
witia. 
hyd a list of 100 recognized classified advertising 
mediums. only two produced results at a 
lower cost than the CINCINNATI ENQUIRER. A 
word to the wise is sufficient. You want results. 
bn mtg te VINDICATOR—Leading “Want” 
medium, lc. per wora. Largest circulation. 
OKLAHOMA, 
TEYHKE OKLAHOMAN Of:la. City, 26,214 Publishes 
more Wants than any 7 Okia. competitors, 
PENNSYLVANIA. 
r = Chester, Pa.. TIMES carries from two to 
2 times more ciassifiea ads than any 
Ghertacia. Greatest circulation. 












UTAH, 
~ ALT LAKE TRIBUNE—Get results—Want-Ad 
medium for Utah, Idaho and Nevada.) 


CANADA, 
M\HE DAILY TELUGRAPH, St. John, N. B., is the 
want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper ot 
Eastern Canada. Want ads one cent a word. 
Minimum charge 2 cents. 


A PRESSK, Montreal. “Largest daily circula- 

tion in Canada witnout exception. (Daily 

103,828—swornto.) Carries more want ads than 
any newspaper in Montreal. 


“ae Montreal DAILY STAR carries mere Want 


advertisements than ajJi other Moncreal - 


dailies combin The FAMILY Ht#kaLp anv 
WEEKLY STAR Carrie more Want advertisements 
than any other weekly paper in Canada. 


+ 
BACK NOW TO 1896. 
Rep Bank, N. J., June 18, 1908. 

A discussion is now going on in 
Printers’ INK relative to the first use 
of the good headline, “Not What You 
Pay But What You Get.” 

According to Printers’ INK the 
headline has now been traced back to 
1903 OF 1904. 

It has been used much longer than 
that. In 1896 the Red Bank Register 
engaged the firm of Moses & Helm, 
then doing business at 3111 Nassau 
street, New York City, to write a 
series of advertisements for the Regis- 
ter, telling of the advantages of ad- 
vertising in the paper, and another 
series of advertisements for the job 
rinting department of the paper. This 
beodline was used in one of the ad- 
vertisements in each series. 

The Red Bank Register was attract- 

ed to the firm by their advertisements 
in Printers’ Inx, The firm was made 
up of Bert M. Moses and C. Dan 
Helm. The firm was dissolved some 
years ago, r. (Moses going with 
Omega Oil, and becoming the head of 
the advertising department, and Mr. 
Helm forming other connections. Both 
men have been contributors to- Parnr- 
ers’ INK. 
The headline may have been used 
even before the time it was used by 
Moses & Helm for the Register, as 
they might have absorbed it from 
somewhere else by “unconscious cere- 
bration.” 

As for good headlines, I believe very 
largely with the late Artemus Ward 
(the humorist, not the Sapolio man, 
though the latter may be a humorist 
also). In one of his articles “Mister” 
Ward says, in speaking of the troubles 
his heroine and hero had got into: 

“But the course of true love does 
not run smooth. This remark is not 
original with me I saw it once in a 
book. But as it is as good as any- 
thing I can think of I unhesitatingly 
use it.” 

It seems to me that headlines of ad- 
vertisements ought to be a good deal 
like the remark on true love which 
Artemus Ward once saw in a book. 
If they are as good as anything we 
can think of we ought to unhesitating- 
ly use them, particularly if their use 
in the second case does not hurt the 
party who used them in the first place. 

Yours very truly, 
Joun H. Coox, 
Publisher Register. 
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(©) GOLD MARK PAPERS@O) 





Out of a grand total of 22,898 puoiications listed in the 1907 issue of Rowell’s American Newspa 
per Directory. one hundred and twenty are distinguished from all the others by the so-caller srl 


marks (@©). 





ALABAMA. 


THE MOBILE REGISTER (©©). Established 
1821. Richest section in the prosperous South. 


WASHINGTON, D. C. 
Everybody in Washington SUBSCRIBES to 
THE KVKENING AND SUNDAY STAR. Average, 
1907, 35,486 (©@). 


GEORGIA. 
ATLANTA CONSTITUTION (©©). Now, as 
always, the Quality Medium of Georgia, 


ILLINOIS. 


BAKERS’ HELPER (@ ©), Chicago, ouly “Gold 
Mark” journal for basers, Oldest, beat known. 


THE INLAND PRINTER, (ateone. (OO) Act- 
ual average circulation for 1905, 15,866. 


TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ad brings 
satisfactory results 


KENTUCKY. 
LOUISVILLE COCRIEK-JOURNAL (O@). 
Best paper in city; read by best people. 


MAINE, 
LEWISTON KVENING JOURNAL, daily, aver- 
age for 1907, 7,784; weekly, 17,545 (© ©); 7.44% 
increase daily over last year. 


MASSAOHUSETTS. 

Boaton, Am. Wool and Cotton Reporter. Kee- 
ognized organ of the cotton and woolen indus- 
tries of america (© ©). 

BOSTON COMMERCIAL BULLETIN (00). 
Reaches buyers of machinery for wool and cotton 
manufacturers. Est. 1859. Curtis Guild & Co., Pub. 


BOSTON EVENING TRANSCRIPT (@O). estab- 
lished 1880. The only gold mark daiiv in Boston. 


SPRINGFIELD (MASS.) REPUBLICAN (@0). 
Ranks with the country’s half dozen leaders. 


WORCESTER L‘OPINION | PUBLIQUE (90), is 
the only gold mark French daily in the U. 


M it NNESOTA. 

THE MINNEAPOLIS JOURNAL (© ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more loval advertis- 
ing, more classified edvertising and more total 
advertising than any paper in the Northwest. 


NEW YVORR. 
ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation. influence and prestige. 


BROOKLYN EAGLE (@O) is THE advertising 
medium of Brooklyn. 


CENTURY MAGAZINE (© ©). There area few 
people im every community who know more 
than all the others. These people read the 


_ CENTURY MAGAZINE 


DRY GOODS ECONOMIST (@@), the recog- 
nized authority of the Dry Goods and Depart- 
ment Store trade. 


ELECTRIC RAILWAY JOURNAL (@©). A 
consolidation of “Street Railway Journal” and 
“Electric age nay ” Covers thoroughly 
the electric rail nterests of the world. 
McGRAW PUBLISHING COMPANY. 

ELECTRICAL WORLD (©). KWstablished 1874. 
The great international weekly. Cir. audited, 
verified and a by = bag age of Amer- 
ican Advertisers, ly cir. daring, i 1907 
was 18,204. Mc RAW PUBLISHING COMPAN 





ENGINEERING NEWS (©©). The leading 
engineering paper of the world; established 1874. 
teaches the man who buys or has the authority 
to specify. Over 16,000 weekly. 


THE ENGINEERING RECORD (© ©). The 
most progressive civil engineering journal in 
the world. Circulation avera ny over 14,000 per 
week. MCGRAW PUBLISHING COMPANY. 


NEW YORK HERALD (@©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first. first 


NEW YORK TIMES (@©). _ (20). One of three morn- 
ing papers with a daily N. Y.C. sale of over 100,000. 


NEW YORK TRIBUNE (© ©). daily and Suan- 
day. Established 1841. A conservative, clean 
and up-to dare newspaper, whose readers repre- 
sent intellect and pure basing power toa high- 
grade advertiser 


SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical pauper in the world. 


VOGUE (©©) carried more advertising in 1905, 
1906, 1907, than any other magazine of gen. cir. 


OHIO. 

CINCINNATI ENQUIRER (@O). In 1907 the lo- 
cal advertising was 33 1-34 more than in 1906. The 
loval advertiser knows where to spend his 
money. The only Gold Mark paper in Cincinnati. 


OREGON. 

THE OREGONIAN (© ©), established 1851. 

The great newspaper of the Pacific Northwest. 
PENNSYLVANIA, 

THE PRESS (© ©) is Philadelphia’s Great 
Home Newspaper. it is on tae Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
— most desirable distinctions for any news- 

er Sworn circulation of The Daily Press, 
for 1907, 102,993; The Sunany Press, 124,006. 


THE PITTSBURG 
© DISPATCH 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
auctive. Pittsburg fleid. Best twocent 
morning paper assuripg a prestige most 
protitable to advertisers aargest Lome 
delivered circulation in Greater Pittsburg. 














RHODE ISLAND. 

PROVIDENCE JUDNRNAL (@O), a conservative 
enterprising newspaper without a single rival, 

SOUTH CAROLINA, 

THE STATE (OO), Columbia, 8. C. Highest 

quality, largest circulation in South Carolina. 
VIRGINIA. 

THE NORFOLK LANDMAKK (@©) is the 
home paperof Norfolk, Va. That speaks volumes. 
WASHINGTON. 

THE POST INTELLIGENCER (© ©). Seattle’s 
most progressive paper. Oldest in State; clean, 
reliable, influential. All home circulation, 

WISCONBIN. 

THE MILWAUKEE EVENING WISCONSIN 
(OO), the only gold mark daily in Wisconsin. 
CANADA. 

THE HALIFAX HERALD (© ©) and the EVEN- 
ING MAIL. Circulation 15.558, flat rate. 


THE GLOBKE, Toronto (QO), carries good clean 
advertisements into good clean homes. 
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——— 


These pictures are interesting because they show the 


BUFFALO EVE 


The George H. Youngmann Company, whose 
EXCLUSIVELY upon the Mews for its adve 


In a great sign on the outside of its building; and in placards{throughout 
the various departments of its store, it advises the public to ‘‘ Read Tues- 


’ 


day’s Buffalo Evening News for Wednesday’s Bargains.’ 
The Foreign Advertisers will always do well to follow the example of the 

local advertiser, who has learned by experience. ’ 
The four largest local advertisers in Buffalo are William Hengerer Com- 

pany, J. N. Adam Company, H. A. Meldrum Company and Sweeney 

Company. 











THERE IS NO NEED FOR EX 


SMITH & BUDD Represent the Buffalo Evening . 
NEW YORK, Brunswick Building. ST. LOUIS, Third Nation 
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ey show the value which a local advertiser places on the 


VENING NEWS 


ny, whose department store is here shown, relies 
for its advertising, using NO OTHER PAPER. 


During the first six months of 1908 these four stores used a total of 31934 
columns of space in the six daily papers of Buffalo. The News carried 
14401 columns of it or 45 I-10 per cent of the total. The Buffalo Evening 
News for the first six months of 1908, carried as a total of all paid adver- 
’ tising 8639 columns, which was 4367 columns more than its nearest com- 

petitor, or more than any two other Buffalo dailies combined. 
No stronger local endorsement has ever been given a daily newspaper as 


an advertising medium. 





om FAS 


a. ms 


FOR EXPERIMENT IN BUFFALO 


uffalo Evening News in the General Advertising Field. 
, Third National Bank Building. CHICAGO, Tribune Building. 
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Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 





PRINTERS’ INK PUBLISHING COMPANY 
Publishers. 





OFFICE: NO. 10 SPRUCE ST., 
New YORK CITY. 
Telephone 4779 Beekman. 





President, J. D. HAMPTON. 
Vice-President, GEO. P. ROWELL. 
Secretary, J. 1. KOMER. 

Treasurer, H. A. BIGGs. 

The address of the company is the address of 

the officers. 
London Agent. F.W. Sears, 50-52 Ludgate Hill, E.C 


i= Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of tive dollars four paid 
subscriptions, sent in at one time, will be put 
down for one year each and a larger number 
at the same rate. Five cents a copy. 


JOHN IRVING KomeER, Editor. 


New ‘York, ‘July 29, 1¢ 1908. 











Play Up How — it hap- 
pen that so many 
The Price advertisers with 
eyes to see and brains to analyze 
persistently ignore one of the 
most compelling features of all 
advertising—the Price? The 
people, of all others, who are in 
best position to judge of the com- 
parative pulling power of differ- 
ent kinds of advertising are the 
department stores. See how they 
play up the price. Much depart- 
ment store advertising is nothing 
more than a maze of prices. Yet 
how it pulls! Prinrers’ INK has 
heard some advertisers say: “Ad- 
vertising the price is all right for 
retail stores or cheap commodities 
but it would never do for me. 
I make the finest article of its 
kind in the market and my com- 
petitors are able to advertise 
much lower prices. Why, if I 
named my price it would scare 
away possible customers.” 

Don’t you believe it. The price 
is vital. Suppose your price is 
higher,—that is the best argument 
in the world that you have the 
best goods. If people would an. 
swer advertisements just to find 
out the price, then there would 
be some ground for this attitude. 
But they don’t take that trouble. 
If the price isn’t named, the nat- 
ural inclination is to pass up the 
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whole matter and go on to some- 
thing more interesting. 

Another advantage of advertis- 
ing the price is that it is the most 
direct way possible of saying: “I 
want your order.’ The way to 
get business is to ask for it. Talk, 
however clever, that doesn’t lead 
right straight up to the buying 
thought is obstructive, There is a 
time and a place for “prestige ad- 
vertising,” but the trouble with 
too many campaigns is that they 
never get beyond the prestige 
point. Advertising that will 
“cash in” is needed to make pres- 
tige work profitable. Playing up 
the price never hurt any propo- 
sition that is on a sound, busi. 
ness-like basis, 








Tue Northwestern Farmer, 
Menominee, Michigan, recently 
sent a party of ten boys to Wash- 
ington, D. C., to visit President 
Roosevelt and Admiral Dewey, to 
whom they were personally intro. 
duced by United States Senator 
William Alden Smith, president 
of the company which publishes 
the paper. The trip was the out- 
come of a circulation competition 
by which 8,566 new paid-in-ad- 
vance subscriptions was added to 
the paper’s list, and the boys were 
gathered from those sections of 
Michigan, Wisconsin and Minne- 
sota in which the paper circulates, 





‘David D. Lee is 
Westward vow western ad- 

Ho! vertising manager 
for Success Magazine, and in 
charge of the Chicago office of 
that publication. Starting in the 
advertising business twenty years 
ago with the J. Walter Thompson 
Company, he has gained much 
experience in agency and periodi- 
cal work. At various times he 
has been associated with the ad- 
vertising departments of the 
Strand Magazine, Lippincott’s, 
Appleton’s and Suburban Life, 
finally, in February, 1907, joining 
the eastern advertising staff of 
Success. His many friends are 
extending their congratulations 
and good wishes to Mr. Lee in 
his new position. 
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RopMAN GILDER, publicity mana- 
ger of the Crocker-Wheeler Com. 
pany, Ampere, N. J., manufac. 
turers and electrical engineers, 
has been elected secretary of that 
company, but will remain in 
charge of the publicity depart- 
ment. 








Tue following publications have 
been sold through the Harris- 
Dibble Company: Moody’s Maga- 
zine to A. W. Ferrin; Glass and 
Pottery World to the Trade 
Magazine Association and _ the 
Buyer's Index to the Bradford 
Publishing Company. 








Advertising as The Van Norden 


Horsepower Magazine fo 4 

: August contains 
an interesting article on “The 
Horsepower of Advertising,” 
written by M. Lee Starke, adver- 
tising manager of that monthly. 
The author reviews many well- 
known advertising successes, past 
and present, quotes opinions and 
statistics to demonstrate the pull- 
ing power of publicity, and goes 
into the psychology of the subject 
in a clear way. Considerable at- 
tention is also devoted to the 
work of the modern press agent, 
and some of his recent achieve- 
ments recounted in amusing 
fashion. Speaking of this func- 
tionary generally, Mr. Starke 
says: 

The press agent creates ideas, exe- 
cutes them and delivers the goods in 
the shape of pure reading, that which 
cannot be bought in the leading papers 
at any price. A good press agent must 
be a first-class all-round newspaper 
man; he must be versatile and have a 
strong imagination; he must be a good 
writer; he must have executive ability 
and also a large acquaintance among 
newspaper men. Editors don’t object to 
the work of an intelligent press agent. 
If they get a story, no matter through 
what channel, and have plenty of op- 
portunity to verify it and chew it over 
and then print it, they have no right 
to protest if they wake up later and 
find they have given someone a first- 
class ad. In most cases they know it 
is press-agent work, but their apprecia- 
tion of the value of the story is great- 
er than the objection to the free ad. 
Press-agent work is recognized as legit- 
imate, per se, One of the biggest tech- 
nical educational institutions in the 
country has a regular established press 
bureau. Press-agent work is recog- 
nized as legitimate by law, 
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Prices are something that few 
railroads have ever used in ad- 
vertising, despite the fact that all 
big advertising is based upon 
them. The Southern Railway 
prints, in Atlanta neswpapers, a 
little schedule of week-end fares 
from Atlanta to surrounding 
towns, tickets being on sale Sat- 
urdays and Sundays and good for 
return until Tuesday. A list of 
about fifty towns is given with 
the special round trip fare to each, 





With July issues 
The Telephone of magazines the 

Campaign American  Tele- 
phone & Telegraph Company, 
which is the parent corporation 
of all the Bell interests, began a 
general educational campaign 
which seems to be directed to 
teaching the public how to use the 
telephone. The copy is going out 
from the Ayer Agency, Philadel- 
phia, and the company maintains, 
at its offices in Boston, a publicity 
bureau in charge of J. D, Ells- 
worth, well-known in connection 
with press service on behalf of 
electrical interests, formerly of 
Michaelis & Ellsworth, New York, 
Mr. Ellsworth was asked for fur- 
ther particulars of the campaign, 
but was inclined to think that it 
told its own story. From other 
sources it was learned, informally, 
that the Bell interests, busy with 
the extension of lines and im- 
provement of service the past ten 
years or more, have never got 
around to telling subscribers how 
to use the telephone—how to talk, 
when to talk, to avoid rush hours, 
what the operator at central is 
waiting to do, what subscribers 
ought to do for her, and so forth, 
The telephone is in such wide use 
to-day in this country that few 
people stop to think how techni- 
cal a device it really is. It is 
evidently designed to ease up the 
traffic in rush hours, if possible, 
and to make it more efficient by 
informing and enlisting the com- 
pany’s twenty million subscribers, 
The campaign is certainly unique 
in its method and purpose, and 
the copy thus far has been ex- 
cellent. 








28 
The Department 
Must Make .j{ Agriculture 
Good recently _ seized, 


in one of the large Washington 
department stores, several of the 
Madame Yale toilet remedies, on 
the ground that they were wrong- 
ly labeled. Department experts 
maintain that a medicine must 
accomplish what it is advertised 


to do, or it violates the law. The 
goods seized, according to the 
Boston Jvranscript, were “Excel- 


sior Skin Food,” ‘Fertilizer Tab- 
lets,” “Excelsior Hair Tonic, the 
Great Hair Grower,’ “Excelsior 
Complexion Bleach,” “Blush of 
Youth,” etc. The libel charges 
that the articles are misbranded 
in violation of the Pure Food Act 
and are liable to condemnation 
and confiscation, for the reason 
that the packages and labels bear 
certain statements regarding the 
drugs which are false and mis- 
leading—that is to say, that the 
said “fertilizer tablets” are “a 
specific for curing flatulency and 
all gastric troubles” and are “a 
cure for obesity.” “And said 
last-mentioned statements,” con- 
tinues the libel, “are false and 
misleading in this, that the said 
last-mentioned drug is not a spe- 
cific for curing flatulency and gas- 
tric troubles and is not a cure for 
obesity.” “The Blush of Youth” 
preparation is declared misbrand- 
ed, in that it does not restore the 
complexion to childlike purity, and 
the “Excelsior Skin Food” is de- 
clared not to be a food for the 
skin, and both are therefore mis- 
branded in violation of the Pure 
Food Act. The Department in- 
tends to make a test cast of the 
seizure. It is the first of its kind 
under the law. 





FF. E: ‘Long, 
president of the 
Long-Critchfield 
Corporation, Chicago, New York 
and Detroit, ever since its estab- 
lishment several years ago, when 
the Frank D, White Company, of 
which the present agency is an 
outcome, and of which Mr. Long 
was vice-president, was re-organ- 
ized, has severed his connection 
with that agency and will engage 


F. E. Long 
Makes Change 


‘about 
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in other business, He leaves with 
the most cordial feeling on both 
sides, and is succeeded by D. L. 
Taylor, who was associated with 
the agency in the early days, sub- 
sequently leaving to join the Lord 
& Thomas force. He resigned as 
vice-president of that company 
eighteen months ago to 
take a large interest in the Long- 
Critchfield Corporation, _ tilling 
the offices of vice-president and 
business manager. During this 
period nearly two hundred ac- 
counts have been added to the 
books. The rest of the organiza- 
tion remains unchanged, 





WANTS TO SEE THE ANIMALS 
STIRRED UP. 

THe OMEGA CHEMICAL COMPANY, 
Makers of Omega Oil, Omega Soap 
and Birt’s Head Wash. 

New York, July, 15, 1908. 
My dear Mr. Romer: 
* 7 * * 


Dear old Geo. P. used to give us 
something to talk about and occasion- 
ally stirred up a law suit, all of which 
made good reading. I submit to you 
that the advertising public does not 
want compliments, nor does it want its 
editor to wear gloves. Stir -up the 
animals generally! 

Herewith I hand you my check for 
a year’s subscription, and wish you 
would kindly send Printers’ INK to 
me at my home. 

With best wishes for your 
and hoping that you score big, 

Yours sincerely, 
Bert M. Moses. 


How would it do to begin on 


success 
I am, 





Mr. Moses and the Omega Oil 
outfit ? 
CH: AMPION | “BACK COVER” 


THE 

NOT “BACK NUMBER” 

“FLatBusH LIFE,” 

Brooktyn, N. Y., July 12, 1908. 
Editor of Printers’ Ink: 

I have been told that there is a man 
in New York who makes a specialty of 
selling back covers. Such a man 
would decidedly be an addition to any 
community. Do you happen to know 
his name? Very truly, 

Attce TuTTLeE ASHBROOKE. 


Brock Mathewson of Collier's 


MAN. 





is considered pretty smooth at 
selling “back covers” or anything 
else in advertising space that 
Collier's has for sale. But there 
are others. 

Hann, Knox & Co., Special 
Agents, now represent the Tren- 


ton, N. J., Times in the eastern 
and western fields. 








PRINTERS’ INK, 


Gude-Bayer fo ease 
ompany, estab- 

—-. lished last year, 
with offices in the Brunswick 


Building, 225 Fifth Avenue, is a 
growing agency handling a good 
number of desirable accounts, 
among them being: 


Fleischman Baths, New York; Hyde- 
grade Linings (literature), New York; 
fhe Astor Estate, New York; E. 
Blimline & Co., men’s clothes, New 
York; Rathburn, Sard & Co., stoves, 
Albany; Samurai Company, Japanese 
perfumes, New _ York. Hecht & Co., 
clothing, New York; Schafran Bros., 
women’s clothing, New York, and Prof. 
Chas. Munter’s New Life Body Brace. 


Gustave Gude was for three 
years assistant advertising mana- 
ger of the New York Globe, 
where he handled the realty ad. 
vertising, and before that was the 
real estate advertising man of the 
Tribune for eight years. His ex- 
perience in this specialty on New 
York dailies goes back to the 
days when elevator apartment 
houses first appeared as an active 
factor, and he persuaded owners 
to abandon the classified and use 
display announcements to get 
tenants. Chas, H. Bayer is an 
expert on typography, as well as 
an authority on the advertising of 
clothing. After a long connection 
with the DeVinne Press, he left 
some years ago to take charge of 
the booklet and catalogue work 
of the Saks store in New York, 
and was assistant advertising 
manager. The agency specializes 
in real estate advertising and fine 
booklet work, and has designed 
for clients some of the large half- 
tone pages in the pictorial supple- 
ment of the New York Sunday 
Times. 





at They tell a story 
Aerated ,in London of 
Waters”’ two hard-headed 
Scotchmen who attended a ban- 
quet there. It was their first visit 
to the British metropolis. They 
found the proceedings highly in- 
teresting. From time to time the 
waiter set down at their place a 
fresh bottle of champagne, which 
was invariably emptied. As the 
evening wore on they finished 
fully a dozen tottles of the ex- 
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hilarating wine. But it seemed 
to have no effect on either, 

Finally one of the Scots pulled 
the waiter down by the lapel and 
whispered anxiously in his ear: 

“Laddie, could ye bring me and 
Donald here a bottle of guid Scots 
whusky? You see, we’re not ac- 
customed to these London airyated 
waters. Losh, mon! there’s no 
body to them!” 

The common seltzer siphon is 
now so universal all over the 
world that even the farmer en- 
4 4 “oe ” 
joys his “aerated waters.” The 
sale in hot countries is very large, 
and the sale in the slums of New 
York as great as along the Great 
White Way. The following in- 
formation about the _ seltzer 
siphon’s contents, however, is the 
first explanation of the value of 
carbonized water that Printers’ 
InK has seen. It is taken from 
a booklet issued by Carl H. 
Schultz, New York: 

Carbonic acid water is pure water 
impregnated with an excess of pure car. 
bonic acid gas. It has a pleasing, cool- 
ing and pungent effect upon the palate, 
and produces an exhilarating effect up- 
on the system. It stimulates the gus- 
tatory nerves, the flow of saliva and 
the secretion of gastric juice, and is 
easily borne by persons with whom 
common water produces heaviness in 
the stomach and dyspesia. 

It is preferred in all cases in which 
the introduction’ of mineral ingredients 
into the system is not intended or de- 
sirable. It greatly promotes digestion, 
and should be used at and after meals; 
with the addition of a little wine or 
brandy it is beyond question the very 
best of effervescent table waters. 

It checks acid fermentation in_ the 
stomach, cures nausea, and is the most 
natural and effective anesthetic known 


to overcome chronic disposition to 
vomit. It promotes the peristaltic mo- 
tions of the stomach and intestines. It 


is a much esteemed remedy in acute 
febrile diseases, and is ardently desired 
by patients on account of its thirst- 
allaying and cooling power which is 
perceptible at once in the mouth and 
stomach, 

Carbonic acid water is the chief 
remedy in chronic catarrhs, not only 
of the stomach, intestines, kidneys and 
bladder, but also of the air passages. 
It hides the nauseous taste of many 
medicines, and is an excellent vehicle 
for their administration. 

If kept on draught in metal foun- 
tains—as is generally the case—it soon 
shows metallic contaminations and 
gradually acquires poisonous properties. 
It shoul therefore, like all other 
mineral waters, be kept only in glass 
fountains. 
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AN nial cum TO 


Which iy — two advertise- 
ments is most likely to do the 
business. They appear side by 
side in the New York papers and 
emanate from houses in the same 
line of business. 

One ad travels all around the 
lot and then winds up by telling 
you that “present prices are 
greatly reduced.” What does that 
mean? How does it interest me? 
What am I supposed to do about 
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An advertisement which offers 
top prices for second-hand iurni- 
ture and at the same time calls 
attention to a sale of a well- 
known breakfast food, at a re- 
duced. price, recently appeared in 
a western newspaper. Perhaps a 
combination ad of this kind will 
appeal to people who are “broke,” 
as it furnishes the means whereby 
the pocket-book may be replen- 
ished and the inner man taken 
care of. 





Bascock & TURNER are new ad- 





it anyhow? 

The other _ ertising 
ad tells about | agents at 192 
certain kinds Broadway, 
of shoes that New York 
are on the City. W. N. 


bargain table 
to-day at 
$2.95. Here’s 
something 





definite —a | 
pro position | 
that must | We've put down armfuls and | 
either be Kom shoes—down on the | 
bargain table. 
accepted or | High shoes of all sorts. 
rej ected. Oxfords of af sorts—includ- 
ye ing russets. 
Which of All sizes from 54 to 11, in all 
these two0 | widths. 


683 pairs of $3.90 value. 
1906 pare of $6 value. 
M7 pairs of 6 vatue. 

84 pelre of $6.90 value. 


com petitive | 
advertisers is | 











| 
| 


{ 


. 





getting the | goo. 
most out of 
his space Rocers, Peer & Company, 
’ ree Broedwa’ tores. 
and which 288 es ns 1302 
ol sage es seas st. a st. sae | 
St 
the results a te N. E. corner 34%D Bt. 
of his ad- | 
vertising? a - 
See __ edi- 
torial com- 
ment in this week’s PRINTERS’ 
Ink, entitled “Play Up The 
Price.” 
ROBERT MacQuor, _ special 


agent, now represents in the East 
the following papers: Charlotte, 
N. C., Observer; Charlotte, N. C., 
Evening Chronicle; Greenville, 
S. C., News; Raleigh, Bs: Kon 
Evening Times; Lincoln, Nebras- 
ka, Star; Fall River, Massachu- 
setts, Herald; Altoona, Pennsyl- 
vania, Times, and Meridian Mis- 
sissippi, Dispatch. 


Babcock was 
formerly 
connected 
with George 
Scho field’s 








| agency, of 
The Peanimitt—t could show thove fellows | which the 
The *“opemiat— Tou mua Ig aa new firm 1S 
an outcome. 
DRESSING THE PART R T 
There’s a lot jm dressing the . ps urn- 
part, whether you sail a bost er 1s a new 
or not. 4 
dnd in baying « presendie | Man in the 
crew. agency field 
Or perhaps motoring or tennis ot 
are more in your line. but Ww ill be 
The properapparetinanyease, | able to in- 


is to be had here and on a mo- 
meat's notice. 
Present prices are greatly 


fluence some 
accounts. 
The follow- 


educed in both Clothing and 








ges ing business 
: * is now on 
Browning King the books— 
7é Company | Oriental and 
Bowing # Sted See =| Manhattan 

Fuien Seen, Beach Ho- 

tels, at Man- 

~ hattan Beach, 

L. I.; Pain’s Fireworks, New 


York; Rockaway Park Improve- 
ment Co., Far Rockaway, L. I. 





ScHauL & May advertise in 
Atlanta papers offering genuine 
diamonds for rent, to be taken by 
customers on their summer vaca- 
tions. You can have your choice 
of a diamond ring, stud, bracelet, 
ear-rings, brooch or anything else 
in the jewelry line. 

Tue person living on a farm who does not 


read a mail-order paper of some kind would be 
very hard to find. 











LISTEN AND LEARN. 
By Frank E, Morrison. 


[Ep1tor’s Note—Mr. Morrison is assistant 
advertising manager of Success Magazine, 
He has a reputation for great thoroughness 
and attention to detail. He would like to 
observe more generally the same qualities 
among the dispensers of advertising. The 
following is part of some matter he sent out 
in letter form to 100 people he thought 
needed it. He thinks there may be still 
others that it would benefit. If an adver- 
tising manager were to carry out Mr. 
Morrison’s ideas literally and apply them to 
all solicitors, he would probably find 72 
hours in the day too short a time in which to 
transact his business.] 

Advertisers frequently mention 
some one magazine which pays 
better than all others on _ their 
list, but they seldom give the rea- 
son. 

As a rule they don’t know. 

Undoubtedly the magazine 
which pays best is the one which 
reaches the largest number of 
consumers of the goods adver- 
tised. 

The circulation may be 1,0000r 
1,000,000,—if the magazine does 
not reach the right market, sales 
cannot be expected. 

I like to look upon magazines 
as public carriers of printed sales- 
men and upon advertising rates 
as_transportation charges, 

In my opinion an advertiser 
should study the destination of 
the magazines—the market they 
reach—in just the same way in 
which he lays out the route of 
his flesh and blood salesman. 

When the advertiser knows his 
market he should learn the most 
direct route to it. 

Many advertisers send ° their 
printed salesmen via the “carrier” 
offering the cheapest transporta- 
tion. They give little thought to 
the markets reached and seldom 
know what becomes of the sales- 
man. 

No sane man would send out a 
green traveling salesman  with- 
out instructions as to route and 
destination, nor would he con- 
demn the railroad if his salesman 
did not make good. 

Pictures and type will serve as 
salesmen only when seen and read 


by those who desire and can af- 


ford the product advertised. 
It is, therefore, of much more 
importance to the advertiser that 
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A word, suggestion, a com- 

parison or only a new point 

of view from an outsider has 

often made the ad that did 
not pull—pay. 


Send Me Your Ad. 
I Will Improve It, or 
No Pay—You Judge 


No man can write new copy 

constantly on the one proposi- 

tion without eventually going 

stale—the subject that is old 
to you is new to me. 


If | Better Your Copy 





You Win. 





If | Dont You've Out 2c. 








Send me your new copy—I 
will try to improve it; if you 
think I do, send me $5, or 
$10 (afterwards); if I do not, 
in your opinion (it’s only a 
try), why you are a 2c, stamp 
out and so am I—honors even. 


Who Am I— Who Is 


FRED S. CLARK 


Why, I’m only a young fel- 
low (37), but I have been sell- 
ing, buying and writing ad- 
vertising for twenty years. 
The great Artemas Ward, of 
Sapolio fame, paid me $5,000 
a year for six years. When I 
started with Arnheim, he had 
a shack on the Bowery; when 
I left him, after seven years 
of placing his advertising, he 
had the largest merchant tail- 
oring business in the world. 
You have probably seen some 
of my work the past eight 
years on Cook’s Flaked Rice. 
Write Fred S, Clark, 93 Nas- 
sau Street, New York. 














lw ine adv. copy, 
but voy ‘not oo oy or pont mediums. 
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he study the methods employed to 
induce people to read the various 
magazines than he know circula- 
tion and advertising rates. 

The cheapest route is seldom 
the best, and never because it’s 
cheap. 

If I were an advertiser or an 
agent I would insist that maga- 
zine publishers furnish detailed 
information on the following sub- 
jects: 

A.—DIVISION OF CIRCULATION, 
ist, Average number of copies printed 
for past 12 months. , 
2d. Average number of subscribers for 
past 12 months. 
3d. Average number of news company 
sales for the past 12 months. B23 
4th. Average number of copies distri- 
buted free for the past 12 months. 
B,—SUBSCRIPTION METHODS. 
ist. Number of subscribers received 
through general subscription agencies. 
2d. Number of subscribers received 
through publishers’ own agency force. 
3d. Number of subscribers received 
through clubbing methods, _ 
ath. Number of subscribers received from 
all other efforts. 
C.—GEOGRAPHICAL LOCATION OF SUBSCRIBERS 
AND NEWS-STAND BUYERS. 
1st. Number of subscribers in each State. 
2d. Approximate news company sales in 
each State. : 
3d. Approximate news company sales in 
cities of 100,000 inhabitants and over. 
4th. Number of subscribers in cities of 
100,000 inhabitants and over. 
sth. Number of subscribers in cities of 
25,000 to 100,000 inhabitants. 
6th. Number of subscribers in cities and 
towns of under 25,000 inhabitants, 
D.—EVIDENCE OF PURCHASING POWER OF 
READERS. 
ist. Names and addresses of subscribers 
in any city or town | might name. 
2d. Any evidence the publisher might 
have as to occupation, sex and age of 
subscribers. 

Publishers should answer the 
above questions for the protection 
and benefit of their own and the 
advertising business. 

Advertisers are not in a posi- 
tion to form a fair opinion of the 
value of a magazine for a particu. 
lar product without some facts 
concerning a majority of the 
people who subscribe for it. 

If an advertiser’s goods are on 
sale in large cities only, he should 
know the magazines with a large 
city circulation. If the product 
is saleable in small towns only, he 
should know the magazines with 
a circulation in small towns. 

Various methods are adopted as 
a means for obtaining subscrip- 


tions, and every one of them is 
criticised by somé advertisers, 
Some plans are undoubtedly bet- 
ter than others, but does the ad- 
vertiser know positively whether 
he receives more business from 
subscribers than from news-stand 
buyers, or from those who sub- 


‘scribe for a half dozen magazines 


in a club, or from those who send 
their $1 without any coercion or 
influence on the part of the pub. 
lisher ? 

Suppose an advertiser should 
select the magazine which has 
produced the best results in 
money during the twelve months 
and then, with the help of the 
publisher, endeavor to analyze the 
cause of its pulling power. 

Suppose he secures an analysis 
of the circulation of all other 
publications appealing to him for 
business—would it not be possible 
for him to compare conditions in 
such a way as to make the selec- 
tion of mediums a “fine art” in- 
stead of a guessing contest, as it 
is with most advertisers? 

Advertising money should be 
invested only when judgment 
based on knowledge is used. 
With many advertisers and 
agents, it’s rank speculation. 

Under present methods of sel- 
ecting mediums the question of 
prestige with advertisers and 
agent governs. In other words, 
the publication which appeals to 
the advertiser or agent, or his im- 
mediate circle of friends, usually 
heads the list. 

Now I do not object to an ad- 
vertiser’s deciding against my 
publication provided he does so 
with a full knowledge of the 
market it reaches. But I do 
strenuously object to being told 
that “our list is small and we 
cannot use all the good mediums” 
before an opportunity is given me 
to present my case. 

I contend that the advertiser 
needs me as much as I need him, 
and that it is my duty to tell him 
all the facts pertaining to circula- 
tion, and that it is to his great 
advantage to read and hear the 


‘evidence and know the facts. 


It is certainly very flattering to 
have a personality and a publica- 














tion which appeals so strongly to 
advertisers and agents that they 
will place orders on that basis, 
hut it does not strike me as good 
business judgment. 

I prefer to secure advertising 
upon evidence of value as indica- 
ted by an analysis of circulation. 

Rates and quantity must always 
be a consideration but destination 
should govern. Some advertisers 
remind me of the man who ap- 
plied at the railway office for a 
ticket to Springfield, and was 
asked which Springfield? He re- 
plied “whichever is the cheapest.” 

An advertiser should know 
where he is going before he ap- 
plies for transportation and then 
take the route which: offers the 
better advantages. 

Why should he use a publication 
because it is familiar or because 
it costs only a dollar a page per 
thousand? It may not reach as 
many possible consumers of his 
goods as the publication which 
charges $1.50 per page, and \which 
does not appeal to his particular 
literary taste. Destination of the 
printed salesman is vital to its 
success, 

The average advertiser knows 
ten times as much about the rail- 
roads which carry his salesmen as 
he does about the magazines 
which carry his advertisements. 
He knows ten times as much 
about every other item in his ex- 
pense and investment account as 
he does about his advertising in- 
vestment. 

Why? 

Principally because he does not 
give it one-tenth the amount of 
study he gives the other items. 
Because he very seldom compares 
his market with the market 
reached by the magazines. 

There are all kinds of minds 
represented by the various maga- 
zines and each magazine repre- 
sents a certain element of our 
population. It is necessary to 
know something of the readers, 
and why they are readers, in 
order to properly classify each 
publication. 

A. D._Bisnop, advertising manager 
Denver Post, is visiting in New York, 
and will remain until the early part of 
August. 
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The 
Theatre 
Magazine 














—is unique among magazines 
in that it has no waste circu- 
lation. 


Its readers belong to the 
liberal income classes, people 
possessing incomes from $3,000 
a year up to wealth. 


Ninety per cent of The 
Theatre Magazine readers can 
afford to and DO buy liberally 
of advertised articles, They 
are consumers of luxuries as 
well as necessities. 


You can reach 60,000 fam- 
ilies through the medium of 
The Theatre Magazine, and 
know that 90% of these are 
able to purchase your goods, 


The Association of American 
Advertisers has just completed 
an examination of our circu- 
lation. 

Copy of their certificate 
guaranteeing our circulation 
claims mailed upon request. 











26 West 33d Street, 
New York 
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BUSINESS GOING OUT. 
Scott & Bowne, New York, are mak- 
ing up a list of small dailies to be used 
for advertising of Scott’s Emulsion. 


Brownell & Humphrey, Detroit, are 
using fifty lines in newspapers for the 
Northern Motor Car Co., of the same 
city. 


The Philo Hay Specialties Company, 
Newark, New Jersey, is making five 
thousand line contracts with newspapers 
direct. 


It is rumored that Thomas W. Law- 
son will shortly begin an extensive 
campaign in newspapers through the 
Humphrey Company, of Boston, 


The Burrell Company, Cleveland, is 
sending out 40 inch advertisements to 
newspapers for the Goodrich Tire Com- 
pany, of Akron. 


The Consolidated Soap Company, 
New York, makers of Affinity Soap are 
offering a trade proposition to news- 
papers throughout the country. 


Some copy advertising in the August is- 
sue of the Metropolitan Magazine is 
going to a selected list of morning 
newspapers through various agencies. 


Howard M. Smith, New York, gen- 
eral passenger agent for the Long 
Island Railroad, is sending out direct 
to newspapers fifty lines, two insertions. 


The St. Clair-Edwards Company, 
Philadelphia, is placing twenty-two inch 
ads with newspapers for Newburger, 
Henderson & Loeb, Philadelphia 
bankers, 


Contracts for two thousand five hun- 
dred lines for the Dr. D. A. Williams 
Co., East Hampton, Conn., are going 
to newspapers from the Homer W. 
Hedge Co., New York. 


Sherman & Bryan, New York, will 
place the magazine and newspaper ad- 
vertising of Parker & Finn, importers 
of men’s furnishing goods, New York. 
The list is now being prepared. 


C. Ironmonger Advertising Agency, 
New York, has again secured the con- 
tract for Bass’ Ale. Insertions will 
start in the dailies of the largest cities 
October 1. This agency has held this 
business for seven years. 


The George H. Mead Agency are 
sending out two hundred and ten line 
ads for the Chicago & Northwestern 
Railroad to weekly and Sunday papers, 
and twenty-eight line ads for the Port 
Stanley Amusement Company, located 
on the outskirts of Chicago. 


The New York Edison Company, 
which discontinued advertising some 
months ago, has again resumed use of the 
New York dailies through the Publicity 
Company, St. James Building, New 
York. The Erkins Company will put 
out a new line of advertising this fall 
through the same agency. 


J. L. Stack, Chicago, is making 
contracts for the American Radiator 
Company’s advertising with newspapers, 
and additional papers will probably be 


added to the list this fall. List for the 
Santa Fe System advertising is now 
being made up by the Stack Agency, 
for the fall and winter campaign. 


Quarter page copy for the American 
Academy of Dramatic Arts is being 
placed with a large list of magazines 
by the Gerald B. Wadsworth Com- 
pany, New York. This agency is also 


placing three months’ contracts in a 


selected list of women’s _ publications 
advertising the Juliet ostrich feathers. 


Swasey & Company, financial, have 
increased the size of space used in 
newspapers in larger cities, the business 
being placed by Frank Kiernan, New 
York. Two inch copy is also going 
to metropolitan newspapers from the 
same agency for the Queen Arch Sup- 
port Company, Brooklyn, a foot sup- 
porter. 


A. Lincoln Fowle, of the Homer W. 
Hedge Company, New York, has re- 
cently added ‘the following publishing 
houses to its list of clients: Thomas 
Nelson & Sons, New York and Lon- 
don; The Werner Company, Akron; 
Associated Libraries, New York; Robert 
Appleton & Company (Catholic En- 
cyclopedia). 


N. W. Ayer & Son, Philadelphia, are 
using space in newspapers to advertise 
Red Argo salmon, put out by the At- 
lanta branch of Alaska Packers’ Asso- 
ciation, of Seattle. Copy occupies three 
inches and will run three times a week 
for twelve insertions. This agency is 
also sending out one inch ads, ten in- 
sertions, to weekly newspapers for the 
Virginia College, of Roanoke. 


The Horn-Baker Advertising Com- 
pany, Kansas City, Mo., is sending out 
sixty-four line copy for the Howey 
Motor Car Company, of that city, The 
car is low in price and has appealed 
to farmers. The same agency is send- 
ing out sixty line copy for the U. S. 
and Mexican Trust Company; sixty 
line copy for the Kansas City, Mexico 
& Orient Railway; sixty line copy for 
the Texas-Orient Development Com- 
pany and quarter page magazine copy 
for the Board Land Commicsioners, 


ee ai 
BOSTON NOTES. 


Wood, Putnam & Wood are using a 
large list of New England weeklies for 
Comer’s Business College. 


Walter Baker & Company are closing 
up their newspaper list for the coming 
at. The advertising will start in the 
all. 


Additional contracts are being placed 

H. E. Ayres & Company, 164 Fed- 
eral street, for the advertising of the 
Boston Clinic. 


The Humphrey Agency are sending 
out a few orders to special publications 
for the advertising of Henry S. Adams, 
Wellesley, Mass. 


Dr. Grady of Lowell, Mass., is con- 
tracting direct with New England news. 
papers for one thousand inch space to 
be used within a year. 
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The Boston News Bureau are placing 
some additional advertising for Perry, 
Coffin & Burr, 60 State street, offering 
high-grade bonds and securities, 


The list for the advertising of Vinol 
is being closed up by the James 
Wetherald Agency. Next year 
space will be somewhat increased. 


J. J.. Riegel, of Wood, Putnam & 
Wood, is making up a list for the ad- 
vertising of George P. Brown, Beverly, 
Mass. General publications will be used 
in October, November and December. 


The advertising of the Language Cor- 
respondence Schools is now handled by 
the P. F. O’Keefe Agency. Twenty- 
eight line copy is being placed in me- 
diums especially adapted for school 
business. 


bac} 


the 


New England dailies are receiving 
contracts from the Shumway Agency 
for the advertising of Hub Ranges put 
out by Smith & Anthony. Contracts 
are for eight inches, two times a week, 
for four months. 


Contracts are going out to news- 
papers for the advertising of Douglas 
Shoe Company, Brockton, Mass. Mr. 
Frank L. Erskine places the business 
direct, and contracts are made for fif- 
teen to twenty thousand lines in dailies. 


Wm. C. Neilly, advertising manager 
United Drug Company, is contracting 
with the leading high-grade magazines 
and women’s publications for the ad- 
vertising of Rexall Hair Tonic. Full 
page copy will be used. The business 
is being placed direct. 


Mr. Tilton S. Bell, formerly adver- 
tising manager of the Congregational- 
ist, is now representing the Atlantic 
Monthly and two or three other high- 
grade publications. In addition to his 
special list he will continue to repre- 
sent the Congregationalist. 


Wells, Richardson & Company, Bur- 
lington, Vt., who are now using a large 
list of women’s publications, are plan- 
ning to take on general magazines. The 
plans will be made up early in August. 
Mr. George Bessett is the advertising 
manager, and the business will go 
ae the Van Cleve Agency in New 

ork. 


—_ 

Rocuester, N. Y., has adopted 
market emblem. or trademark, for the 
use of Rochester manufacturers and 
business men. The trademark is shield- 
shape and above the representation of 
the Upper Falls, with manufacturing 
plants on either side and the railroad 
bridge crossing the river in view, is 
printed in plain lettering the words: 
“Rochester Made.” Underneath and 
at the bottom of the shield are the 
words: “Means Quality.” It is gpro- 
posed to provide all manufacturers and 
wholesale houses with these in the shape 
of rubber stamps, electrotypes, stickers, 
transfer signs, stencils, tags, ete. It is 
also planned to have four mammoth 
signs, a duplicate of this commercial 
trademark, one on either side of the 
Central railroad tracks entering the 
city—Dry Goods Reporter, 


We Do Not Be- 
lieve in Making 
Fish of One and 
Flesh of Another 


HUMAN LIFE believes in a flat 
rate and not in reservations which 
give one advertiser one rate and an- 
other advertiser ahigher rate. Every 
advertiser using HUMAN LIFE 
pays the same rate, 

Our rate, $1.00 a line, is based on 
200,000 circulation, guaranteed and 
proven by white paper bills, printers’ 
bills and post office receipts. 

We are putting out over 200,000 
copies a month and we believe 
HUMAN LIFE will reach the 
quarter million mark before the year 
1908 closes. 

HUMAN LIF Ecirculation is high 
class. Ninety per cent of our cir- 
culation is paid for before it is 
printed, and we will furnish a list of 
our subscribers in any town or city 
in the United States. 

HUMAN LIFE from January to 
June, 1908, carried 


4076 More Lines of 
Advertising than the 


Corresponding Six 
Months of 1907 


This is very good proof that 
HUMAN LIFE is winning the con- 
fidence of advertisers. 


Are we on your list ? 


HUMAN LIFE 
PUBLISHING COMPANY 


83 85-87 Broad Street 
BOSTON, MASS. 
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WHAT THE BIG STORES ARE DOING. 





Simpson-Crawford Co., New York, 
are using a novel method to attract 
customers to its grocery department, 
during the annual pure food show. In 
a corner of the sixth floor, where the 
grocery department is located, a consid- 
erable space has been curtained off and 
chairs for about three hundred people 
placed. Every half hour between ten 
and five a moving picture show is 
given, with a change of programme 
daily. The performances have been 
well attended, and the buyer of the 
grocery department says the show has 
helped in making sales. 


A great deal has been said about 
simplified spelling but now we are to 
have simplified shopping. Here is Gold- 
smith’s (Memphis, Tenn.) definition of 
simplified shopping: “Simplified Shop- 
ing—because here in the Big Store are 
perhaps the greatest underpriced offer- 
ings that any store ever presented: radi- 
cal clearances of small lots, broken 
lines, and home furnishing sales of large 
magnitude. Simplified Shopping—if 
you depend on mail or telephone—for 
a corps of experienced people fill your 
orders as carefully as you would do it 
yourself. Simplified Shopping—in the 
prompt service, the prompt deliveries, 
and pleasant, cool, well arranged store 
itself.” 

“Shave your lawn’ is the heading of 
an advertisement of lawn mowers an- 
nounced by Winegar’s Stores, Grand 
Rapids, Mich. 





An “All Nations’ Sale” was recentlv 
held by H. 'M. Blakely, Spokane. Each 
clerk was attired in fancy costume rep- 
resentative of the nation from which 
the goods sold at his or her counter 
came. 


A. T). Matthews’ Sons. Brooklyn. N. 
Y.. offer, on the third floor, at fifty- 
eight cents, ‘Folding seats that you can 
grab and run with if chased by a bull.” 


A series of “After Supper” sales is 
advertised bv the Higgins-Frazer »Co., 
Fall River, Mass.. for Saturday nights. 
When a bell rings in the store at 7 p. 
m. the sale begins and lasts until 
closing time, 10.15. 





The Reliable Furniture and Carpet 
Co.. Rochester. N. V., advertises a “s- 
Cent Sale.” Several useful articles of 
furniture will be sold at five cents each 
to purchasers of from five to  thirty- 
five dollars’ worth of goods. 

Charles *G. Turgens’ Son, Richmond, 
advertises a “Great Bargain-Fest” and 
asks shoppers, should the crowd be 
greater than can be conveniently 
handled by the sales force, to wait on 
themselves, by writing their names on 


the tags which are attached to each 
article in the sale and report the mat- 
ter to the office. 


“Spongy towels at 10 cents each. A 
big quantity of the hefty, water thirsty 
sort—just here from New York, where 
we got them at a bargain; of cotton 
huck with red borders,” is announced 
by Levy Bros. Dry Goods Co., Hous. 
ton, Texas. 


Schipper & Block, Peoria, Illinois, 
recently held a sale in which little guide 
posts, bearing the word “Economies” 
were placed all through the store to 
point the way to the various bargains. 


An “American Sale,” in which 
American-made goods held the promi- 
nent position, was recently held by A. 
Steiger & Co., Holyoke, Mass. 


Eilers Music Company, of San Fran- 
cisco, advance some novel reasons to 
account for their being able to sell 
pianos so very cheap: ‘Weber, left by 
a young lady who has gone on the 
stage.” “Chickering, present owner 
needs the money.” ‘“Knabe, sold on 
account of separation of the familv.” 
“Kimball, sold by order of agent for 
account of family now residing abroad.” 
“Steinway, won by party in a contest 
who can make better use of money than 
piano.” “Hallet & Davis. former own- 
er, received it as a wedding gift from 
Boston: could not play it, so bought 
Auto piano.” 

“andkerchiefs to lose” is a caption 
used by Newman, Brooklyn. The 
prices bear out the catch-phrase—three 
cents for women and four cents for 
men. 


The Wanamaker Store, Philadelphia. 
advertises: “$< buvs an armful of these 
girls’ dresses.’ The dresses are of 
gincham. lawn. linen. percale, etc., and 
a five dollar bill will buy about half 
a dozen. 


It is one thing to invite people to 
vour store and another thing to make 
them want to come. The Glenn’s Photo 
Stock Company of Atlanta accomplish 
the latter eng by stating in their news- 
naner advertising that their Miss Marsh 
will talk it over with you when you 
come in to see about buying a camera. 
or to have films develoned, or find out 
anything else in the photogranhic line. 
At this distance. Miss Marsh looks like 
a tempting proposition. 

The Gerher Store, Memphis, Tenn., 
uses the following little talk in an 
advertisement to draw trade to the jew- 
elry counter: “At this time of the 
year, when a woman tries to be so 
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charmingly gowned, and in so many 
ways, the little jewel accessories are as 
necessary to her as the dresses them- 
selves.” 


“We've Got Buttons that should be 
sold. Pearl buttons—the ‘fresh water’ 
kind—two cents a dozen,” is an an- 
nouncement appearing in an_advertise- 
ment of Schipper & Block, Peoria, Ill. 


Six dollar panamas, thin as a postal 
card and airy aS a screen, are adver- 
tised at $3.50 by the Palace Clothing 
House, St. Paul, Minn. 


One of the commonest ‘“‘stunts’’ in ad- 
vertising cut prices is to pick out some 
very familiar line of goods. . M. 
High Company, down in Atlanta, held 
a Phonograph Record bargain sale re- 
cently, printing a list of one hundred 
and twenty different selections, in the 
Sunday papers, and offering them at 
16 2-3 cents each or $2 per dozen. 
Phonographic Records do not seem to 
have been used as a bargain bait and 
= should have been a very productive 
offer. 


A very attractive window display in 
a Chicago store showed a number of 
opened umbrellas with the handles rest- 
ing on the floor. An imitation rain 
storm was in progress, through the 
medium of an overhead sprinkler sys- 
tem, and an inclined waterproof floor 
carried off the water. 


MR. PRESBREY WRITES A LITTLE 
SERMON OF HIS OWN. 


Office of the President. 
Frank Pressrey Co., 
3 W. Twenty-ninth Street, 
New York, July 21, 1908. 
My dear Mr. Collins: 

I forgot to speak to you yesterday 
in reference to a little matter which oc- 
curs to me will make a good item. 

There have been during the last five 
years a half dozen large and expensive 
hotels onened in New York City. 
These include the Astor, Knickerbocker, 
the Plaza, the Belmont, the Seville, 
Prince George, Latham and the 
Everyone of these hotels has advertis- 
ed, gotten out literature and maintain- 
ed a publicity department except the 

The first proprietor of the 
told me personally that he did 
not believe in advertising in connec- 
tion with a hotel; that it was not neces- 
sary in the case of the , and that 
he did not propose to spend one single 
cent in advertising. 

The - has gone by the boards; 
is in the hands of a receiver; has been 
a failure since the start; and it seems 
to me that here’s one of the prettiest 
little texts for a Collins sermon I have 
seen in a long time. A parallel can be 
drawn with the Hotel Plaza. which 
opened right at the time of the finencial 
crisis last autumn. and has been a 
tremendous success from the first. Mr. 
Fred Sterry, the manager, told me that 
he considered publicity and advertis- 
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ing as important as any one thing in 
connection with the success of a hotel, 
and the result was success. Not a 
single hotel which has been opened in 
New York in the last ten years has 
made a failure except the . and 
this is the only hotel which considered 
advertising unnecessary and declined 
to spend a single cent in that way. 
I think you can make a good story 
out of this, don’t you? 
Yours very truly, 
FRANK PREsBREY. 
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WHAT CAN THE “ONE OTHER” 
BE? 


None Sucn Mince Meat. 
Merrell-Soule Co., 
Syracusg, N. Y., July 17, 1908. 
Editor of Printers’ INK: 
I have never met you personally, but 
I know you by your workmanship and 
cannot resist this opportunity to say that 


Printers’ INK has always been good; 
and further, now it is better. here 
are just two magazines I pay for— 
Printers’ INK and one other; and 


PRINTERS’ INK is read every week with 
much interest, the various departments 
being read carefully, and sometimes is- 
sues are laid away tv await enough 
time to do them justice. 

If I could wish you more than you 
hope for yourself and Printers’ INK 
under the new management, you have 
it from, Yours appreciatively, 

Water B. Cuerry. 


cones | eee 
MONEY WELL SPENT. 


New York, July 21, 1908. 
Editor of Printers’ INK: 

_ Printers’ INK is always a welcome 
visitor. I have watched its growth 
carefully and wish to say that I am 
much pleased with the way it has im- 
proved lately. 

The papers that I represent in the 
East show their appreciation by adver- 
tising in Printers’ INK, under the 
head of “Roll of Honor.” I know this 
is good advertising and money well 
spent. The many articles which appear 
from week to week are of intrinsic 
value to me and keep me thoroughly 
posted in this, the greatest of adver- 
tising fields. 

Very truly yours, 
L. KLesaun. 


- <> 
MORE LIKELY TO BECOME A 
DAILY. 


W. D. Uptecrarr, 
Westinghouse Building, 
PittssurG. Pa., July 16, 1908. 
Editor of Printers’ INK: 

I enclose a subscription for Print- 
ERS’ INK. : 

I would like to suggest that you 
again give consideration to the ques- 
tion of making Printers’ Ink a month- 
ly instead of a weekly publication. Ad- 
vertising is not such a live subject that 
new things need to be reported every 
week, Respectfully, 

. D. Uprecrarr, 





8 PRINTERS’ INK. 


OMMERCIAL 


ART CRITICISM 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 


d f Srinters’ Ink will Receive Free of Charge 
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Sapolio is generally supposed to 
be synonymous with _ infallibility 
in advertising, but it isn’t. Many 
good things are done in its behalf, 
but the evidence seems to prove 
that somewhere around the prem- 
ises there is a Pandora-box full 
of weird relics of days gone by, 








man’s leg in a hat advertisement, 
but there is such a thing as carry- 
ing the policy of amputation too 
far. This is proved by the dis- 
tressing appearance of this Ral- 
ston Health Food advertisement. 
No child can look really healthy 
and contented, with its head cut 
off just under its nose; and our 
dear old friend, the Ralston 
Miller, certainly does not present 
a favorable appearance, after he 


7)» Fine 
sd s\Flavor 


Ralston Health Food 


is due to the fact that it is com; of the Acarts 
of the choicest wheat with all their natural golden 
color, iment and delici That's why chil- 











into which somebody occasionally 
dips a hand after first closing his 
eyes. One of these queer old- 
timers is shown kerewith, and as 
it made its appearance only the 
other day, it is permissible to shy 
a brick at it. The idea is not bad 


WE ARE SEVEN: 








CLEANS-SCRUBS-POLISHES 
DMARD SURF AC 


—if it is used at all, why not 

bring it up to date, as suggested 

in the illustration marked No. 2? 
* * * 

Much valuable space can often 
be saved by not putting any more 
of a figure into an advertisement 
illustration than is necessary to 
make the point clear. 

There is no use in showing a 


dren and grown-ups are always ready for Ralston, 
Purina 
Whole Wheat Flour 


“The Flour With the Red Cross,” 


makes bread that is nutritious and de- 
licious and easily digested. 

lf your grocer: won't supply you, 
send us his name and we will supply 
you direct the first time. 


The Kelston jillian 


The Pure Food Man. 


Ralston Purina Mills 


“ Where Purity is Paramount.” 


St, Louis, Mo. Portland, Ore 
Tilsonburg, Ont. 





has been carved straight down 
through the middle of his face. 
* * * 


Stove Lustre must be a warm 
proposition. Judging from this il- 
lustration Satan’s Pride would be 
a better name for it. The haughty 
spirit of His Majesty of Down 
Below is well known, and any- 
thing that is good enough for him 
ought to be good enough for any- 
body. It is not generally known 
that he uses a cook-stove, but he 
does. He cooks his celebrated 
deviled ham on it. 

Some people are so super-sensi- 
tive that they object to the dia- 
bolical in advertising, but it should 
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be remembered that most of the 
advertising in which the Old Boy 
appears is so fierce that it is cal- 
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| 8 
STOVE 


LUSTRE 


Makes no Dust. Has no Odor. Dots not burn Off. 
ONCE TRIED — ALWAYS USED. 
FOR SALE BY ALL DEALERS. 


























culated to lacerate his delicate 
sensibilities, and is certainly good 
judgment to harass him as much 
as possible while there is yet time. 


Strong’s Arnica Tooth Soap 
and Arnica Jelly are not very in- 
vitingly advertised in the accom- 
panying quarter page magazine 
advertisemet. The pictures of 
the two ladies are too small to 
do them justice and the reproduc- 
tion of the articles advertised 
cannot show up very well in so 
small a space. The pictorial part 


ARNICA 
TQOTH SOAP 


¥ Strong’s Arnica Tooth Soap 
toma ptibarres while it bean 
tifles—sweetens hig yet § 





























of the advertisement takes up so 
much space that the type matter 
is crowded badly and will be read 
by very few people. 
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In the magazine from which 
this advertisement was clipped a 
Cuticura Soap advertisement ap- 
peared directly opposite. The 
Cuticura advertisement occupied 
a half page, but that portion of 
it which appeared directly oppo- 
site the Arnica Tooth Soap ad 
had the effect of completely kill- 
ing the latter. Here is a lesson 
which every advertiser would do 
well to think over. 

The Arnica products advertise- 
ment tries to do a lot of things 








Soothed by gentle anoint- 
ings with Cuticura Oint- 
ment, the Great Skin Cure. 





and say a lot of things and—fails. 
That part of the Cuticura adver- 
tisement which is reproduced 
simply says “Heat Rashes soothed 
by gentle anointings with Cuti- 
cura Ointment, the Great Skin 
Cure.” 

Now, if there had been no more 
of the advertisement than this, 
how much more effective, im- 
pressing and convincing it would 
have been than the labored and 
strenuous effort which had- the 
misfortune to bé placed beside it. 
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THE BEST ADVERTISING. 

A rather striking demonstration of 
the supreme value of newspaper adver- 
tising over all other kinds is given by 
the Bureau of Navigation, which spent 
last year $50,000 in advertising for re- 
cruits for the navy. It was determined 
to spend a similar sum this year, but 
before letting the contracts the bureau 
thought it advisable to find out where 
it had received the best returns for its 
money. An investigation showed that 
all magazine and periodical advertising 
produced from one-fourth to one-six- 
teenth the returns in enlisted men the 
daily newspaper advertising did. The 
most profitable line of advertising was 
that under “Help Wanted.” By using 
the daily newspapers the Bureau of 
Navigation got recruits at an advertising 
cost of $3.86 each, as against $15 to 
$65 each through the medium of certain 
magazines and journals. 

There is in this investigation by the 
Bureau of Navigation and its results a 
most striking lesson for commerce and 
industry, which depend for their profits 
on being known of the people. It is 
obvious why the newspaper offers so 
much more profitable a field than any 
other medium. Part of the people may 
read this magazine, part may read that, 
but in this day and age practically the 
entire — of the country reads 
the dai papeeres, and goes to it for 
advice aol help. 

We merely cite this case of the Bu- 
reau of . Navigation, which hereafter 
will advertise in the daily newspapers 
for the sailors it needs, as a modern 
instance pointing anew the old and 
tried moral, “It pays to advertise.”— 
Washington Herald. 

eal Te oe 

A New York druggist, on Nassau 
street, recently hit upon a novel idea 
to attract attention to his soda foun- 
tain. A huge cake of ice was placed 
just outside the entrance to the store 
on which were displayed squares of 
paper each bearing the name of some 
cooling beverage for sale within. 








Advertisements. 


A.ivertisements in “ Printers’ Ink” cost tirenty 
cents a line or forty dollars a@ puye .2)9 lines) 
Sor each insertion, $10.40 a line per year. Five 
per cent discount may be deducted if payment 
accompanies copy and order for insertion 
and ten per cent on yearly, contract paid 
wholly in penne. Ifa specified position is 
demanded foran advertisement, andgranted, 
douvie price will be charged. 


WANTS, 


GENTS wanted to sell ad novelties;25¢ com. 
3 samples, 10c. J.C. KENYON, Owego, i 


OUNG MAN, University graduate, with Al 
personality and unlimited advertising abil- 
ty. desires position as advertising manager or 
copy writer. — of — ences. 
Addre: N. N.,” care Printers’ Ink. 


pe ye i LISH ERS !|—W hat have you 
to offer an adv. solicitor, writer and il.us- 
trator of copy! Ten years’ experience on local 
— ~ ad for dailies in ast ana West, Samples 

references on uest. “F.H.H.,” No. 40 
Dakota Ave., Buffalo, N. Y. 


W ANTED — Advertising, Newspaper and Maga- 
zine Managers. Reporters. Superintend- 
ents, Specialists and ‘Office Men. We cover the 
entire advertising and ablishing field. Write 
today. HA D8, Broadway, New York, 

or 1010 Hartford Building, Chicago. 





ve circulation of the New York World: 

norning edition, exceeds that of any other 
norning newspaper in America by more than 
100,000 copies per day. 


gree WANTED—Assist Publisher; 3 yrs.! 
Adv., Ed., Cir. All round confidentia; 
man; 00d family; executive ability: 25 yrs.’ 
young and full of enthusiasm, but matured 
enough to guarantee stability and warrant your 
confidence. “38.5. B.,” care Printers’ Ink. 


tai R ™ NO MORE CUT ROLLERS 
INK-DIVIDING BANDS 
Save . ‘ae _ cost. Sales nastics ened, 
. 8. and Canada; big pay; ulars led. 
N-M-C- x COMPANY, scl rs., pare 372 Smith St. 
(Telephone 926 Hamilton), Brooklyn, New York. 


Advertising Detail Man. 


WANTED, in large advertising office, a compe- 
tent, systematic man to assist in magazine adver- 
ising; able to follow up very large Eiming and 
engraving orders and he =f the initiative in ail 
detail work. Knowl ledge of aavertising and 
gets, desirable state age, experience and 
salary. “AGGKESSIVE,” core Printers’ Ink 


OSLtIONS NOW OPEN—Adveg. solicitor, Ct., 
925-30; advg. mgr., Fla.; Chicago represent- 
ative tor Eastern trade journal; circulation 
mgr., N. ¥., $25; mg. ed., Mich.. $25; non-union 
news and job su ty Ii, a non- -union news 
foreman, N. C., $25; non-union job foreman, Ct., 
$26; non- -union job [aeang weneer, Ct., $20- 
also reporters and lino operators "Booklet 
free. ERNALD 8 NEW Span MEN’S EX- 
CHANGE, Springfield, Mass 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
aud av managers shoula uve the ciassified col- 
umns of PRINTERS’ INK, the businese journal for 
adve: 1 om uolished "weekly at 10 Spruce 81.. 
New York. Such h advertisements will ve inserted 
at 20 cents per line. six worasto the line. PRINT- 
ane’ INK 1s the vest achool for advertisers, and it 
reaches every weex more employing aavertisers 
than any other vublication in the Onited States, 


ANTED—Clerks ang otbers with common 
school educations only, who wish to qual- 
ity forresay positions at $25 a week and over, to 
write for free copy of my new prospectus anc 
endorsements from leading concerns every- 
where, One graduate fills $8,000 place, nnother 
1.00, and any number earn $1,500, The nest 
clothing adwriter m New York owes bis suc- 
e+ss within a few months to my teachings. De- 
mana exceeds Mate 
GEORGE H. POWELL Advertising and Pusi- 
ness Expert. 768 Metropolitan Annex, New York 
——o—_—— 


ADDRESSING MACHINES. 


Teer WALLACE STENCIL ADDRESSING MA- 

NE is the only one which cleanses the 
stencil esunddnatoee after the Fame «veg is i 
the vital point in one. até 
PRINTERS’ INK, BUTT 
©O., McCLURE’S MA AOAZINE. CUR RIE BOYOK 
CO. and a enya ar the large publishers 
throageestG the coun 

ESsING DO! E AT LOW RATES, 
MACHINES FOR SALE 

Wallace & Co., 29 Murray &t., ‘New York. 








INDEX CARDS. 


NDEX CARDS for all Cabinets. Get our prices 
and samples. THE BLAIR PRINTING CO., 
912 Kim Street, Cincinnati, Ohio. 
—_———~oo—__—— 


MAIL ORDER. 


D8—I can make a quick success of any unsuc- 
cessful mail 554 business. Send for free 
booklet. “EXPERT,” P. 0. Box 1615 New York. 


PUBLISHING es OPPORTUNI- 


o. 





| i YOU WANT to be a publisher, and aren’t, 
Don’t blame us. 
We always know of good publications 
Which are available at fair prices. 
Better get acquainted. 
HARRIS-DIBBLE COMPANY, 
Brokers in Publishing Property 
253 Broadway, New York. 














LETTER HEADS. 


100 LETTER HEADS and 

100 ENVELOPES, 75c. postpnid. 
Printed on Linen Finish Mail Order Bond; your 
choice of colors—White, Buff, Olive, Gold or 
Blue—to introduce our Money-Saving Price |.ist 
of GOOD PRINTING, ke ze want to see sam- 
ples =—— ordering ic. for post 

WKESTEKN BOSINENS ACENC 
Princess Building, Chester, Ih. 





tm 
HALF- TONKS. 
ALF-TONES 5 4 the newspaper or catalo; 
Line Cuts. Designs, tr ofr Pes Hk: 


STANDAKD ENGRA ING CO., 7th Ave., 
Times Square 


N*®3 EWSPAPKR Wer 
75e.; 3x4, $1 ; 4x5, 


Delivered wh when cash accompanies the order. 

nd for sam 

KNOXVILLE ENGRAVING CO.. Knoxville, Tenn, 
ee 


PAPER, 


B BASSETT & SUTPHIN, 
54-60 Lafayette st.. New York City. 
Coated paversa specialty. Diamond B Perfect. 
Write for hign-grade nee, 


POST CA CARDS. 
DVERTISING POST CARD3. Original de- 


signs and reproducing in colors our special- 
ties. MONAKCH SALES CO., 395 B’way, N. Y. 


——__++____ 
ADVERTISING SPECIALIST. 


DS WRITTEN TO PULL—Also follow-up ad- 
vertising —— ye very reasonable price 
for best work. and see. PAYTON, Ad- 
verte Specialist, Westfield: Mass. 
——__ +> —__—- 








AD WRITERS. 


UR $3.00 I will write you an ad or circular to 
quickly pull $100 worth of business. Un- 
successful mail-order men can make big money 
by writing me. Send for free k let 
“EXPERT,” P. 0. Box 1615, New York. 
— +O) 


PATENTS, 


eeamsPATENTS that PROTEC Tamme 
Our % books for Inventors wanes on receipt 
of 6 cts. stamps. R. 8. & A. LAC ‘Ef. 
Washington. 1.0. Extab. ines’ 








— ter 
ADVERTISING AGENCIKS. 


RANKLIN ADVERTISING AG hmv! Tribune 
Cc id Mail-order 
Advertising a specialty. Write for estimates. 





A LBERT FRANK & CU., 25 Broad Street, N. Y, 

Henétas Advertising Agents. Kstablisheo 
1872. Chicago. Boston. Philadelphia. Advertis- 
ingof ail kinds placed in every part of the world. 





MAGAZINES. 


bd gy ARS AND SENSE” (Col. Hunter's 
t Book) free with ADVERTISERS’ 
MAGAZINE c one year at 50 cents. aes ey 
to business men who aavertise. Best “Ad- 
School” in existence. Sample magazine free. 
ADVERTISERS’ MAGAZINE, 737 Commerce 
Building, Kansas City, Mo. Mo. 


CLIPPINGS AND PICTURES, ALL SUB- 
JECTS. 











ae ROYAL ROAD TO Ki TO KNOWLEDGE.” ao. 


nee. M es “ae wh te, °THE 
karcn a: TIGHT INFOR ATION LIBRARY ~ 
Fifth Ave. (opposite the Waldorf). Tel. 1544 Mad 
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PREMIUMS. 


ui HOUSANDS of suggestive premiume suitable 

for publishers and others from the foremost 
makers and ey oe dealers in jewelry anc 
kinared lines. were list price illustrated 
catalogue. (©@@) Greatest book of its kind. 
Megs | ew 36th issue now ready ; free. 

8. F. MYERS CO., 47w. and 49 Maiden Lane.N. Y. 





COIN CARDS. 


$3 ‘tf Less for more; avy peinging, 
THE Gorn WRAPPER Cv.. Detroit, Mic 
——_—__+o>- 
ADVERTISING MEDIA. 


4 ha LADIES’ HOME JOURNAL is the pent 
est advertising medium in the worl 


Sy: Ly 4 ng RECORD has printed an aver 
ver 100 town and country news 
items vent edivorials each day for five years. We 
challenge,the world to show an equa! record for 
a 6,000-town daily. 
——_—_$- 
SUPPLIES, 


my - a and cheapest Ink Reducer and Dryer 
e had by sending $1.00 for formula to 
COURANT. PRINT cRY, Canastota, N. Y. 


E®NARD’S Cold Water Paste is being used 
on all advertising wagons traveling through- 
out the 0.8 egrtientngy —y Kendall's Spavin Cure. 
50-pound box costs $3.00, makes two barrels 
Pome BERNARD" 8 PASTE DE PT., 71 Dearborn 
treet, Chicago, 
em 
COIN MAILER, 
$2 60 PER 1,000. For 6 coins $3._ Any printing. 
¢ PYTHIAN PRINTING CO . Ft. Madison, la. 
PUBLI § fa E R @ Send for our folding coin 
carrier—the best device 
yet invented for sending money by mail. The 
card circulation managers have been looking for. 
Used and recommended by large a 
Address, Printers’ lnk Press, 45 Rose St. 
+e 
PRINTING. 


OU share with us the economy of our loca- 
tion. Our facilities insure — — 
Vrompt estimates on letter-heads tory form: 
and booklets in large — THE BOU LTON 
PRESS, drawer 98, Cuba, N. Y 

















How long does the ordinary two-piece 
tip on your guide cards last? Doesn't it 


always give out at the top? These 


one-piece 


Celluloid Tipped 
Guide Cards 


protect the top of the tab where the 
wear comes and more than double the 
usefulness of the card. Never crack or 
curl—in all colors, printed or plain. 

Ask your dealer for the one-piece tip 
or write direct for samples to 


STANDARD INDEX CARD CO., 
701-709 Arch St., Philadelphia, Pa. 














DAVIDS’ PRACTICAL LETTERER 


at $1, postage paid, will teach you how to write show cards and 
Write for information. 


THADDEUS DAVIDS CO., 95 & 97 Vandam St., New York City. Est. 1825. 


hundred pages, with full particulars, 


rice tickets, a book of one 
Address 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements. id2as for window 
eards orcirculars, ind any other suzgestions for bettering this department. 








Union Savincs Bank & Trust Co., 
Huntincton, W. Va. 
Editor Ready Made Department: 

Dear Sir—I have been more or less 
interested in your criticisms of Ready 
Made advertising, and especially in 
one of recent date which referred to 
some bank work | that had | been sub- 
mitted, as of a ‘‘sameness.’ 

It is possible that the saab here- 
with inde sed may have the same fault, 
but when there is space at your dis- 
posal, if they merit it, should be 
pleased to have them reviewed in your 
good publication. 

Yours very truly, 
(Signed) A. H. Tuomas, Cashier. 





As a matter of fact there must 
be more or less of sameness in 
the advertising arguments em- 
ployed by banks, but the oppor- 
tunities for presenting them in 
unusual ways do not seem to be 
appreciated, or at least taken ad- 
vantage of, by most banks which 
advertise. And then, I believe 
that bank advertising may well be 
made more academic, for it is cer- 
tain that many people who could 
make good use of banking facili- 
ties, and whose business would be 
profitable to banks, have no very 
clear conception of the functions 
of a bank, or assume that only 
people with a good deal of money 
are desired as patrons. 

As I have said before, I believe 
that what is most needed in sav- 
ings bank advertising is instruc- 
tion as to how to save—practical 
plans adapted to incomes of dif- 
ferent size. For instance, there 
might be a helpfully suggestive 
story back of the ad reproduced 
below, beginning “Two Dollars 
Each Month.” 

These ads are all along the 
usual conventional lines, yet they 
are’ happily phrased, interesting 
and strongly suggestive. The 
catch-phrase used at the head of 
some of them, “Better to-day than 
yesterday: Better to-morrow than 
to-day” may at first be taken as 
an admonition regarding saving, 
instead of a comment on the policy 
of the bank for self improvement: 


For that reason it might be better 
to have the catch-phrase follow 
the name of the bank at the bot- 
tom of the ad. 





TWO DOLLARS EACH MONTH 


in a savings account with this bank, 
opened the way for the purchase of 
two shares of stock when we increased 
our capital. It will now pay twice as 
much as before and increase in value 
from year to year. 

Chances like this come to the man 
or woman, boy or girl, who gets ready 
for them. If you have not started your 
“opportunity fund,” po IT Now. 

One dollar is enough; the interest 
rate is three per cent, compounded 
every six months; you can get your 
money whenever wanted. 

Time certificates, too, for those who 
prefer them; four, six, eight or twelve 
months. 

UNION SAVINGS BANK AND 

TRUST COMPANY, 
Capital, $100,000, 
Surplus, $20,000. 





ONE DOLLAR DEPOSITS ARE 
WELCOME. 

You can open a savings account here 
with as little as one dollar, and add 
to it from time to time any amount 
that is convenient for you to spare. 

It is better, though, to put aside a 
fixed part of your earnings. Get the 
habit of systematic saving. 

Interest commences when you have 
$5 to your credit and goes on as long 
as the balance is maintained; it will 
be compounded every six months and 
you don’t have to renew it or watch 
for the maturity. 

“It works while you sleep.” 

UNION SAVINGS BANK AND 

TRUST COMPANY, 
Capital, $100,000. 
Surplus, $20,000. 





HAVE YOU SOME MONEY IN 
YOUR POCKET 


or about the house for which you have 
no immediate use? 

Every dollar kept that way is hold. 
ing back the return of “good times” 
by that much, and you take the’ risk 
of loss by fire, theft or misplacement. 

Bring it to us; open a savings ac- 
count; make-it earn something for you 
and help in building the GREATER 
HUNTINGTON. 

You can get it any time you need 
it. Ask the man who tried last winter. 
UNION SAVINGS BANK AND 
TRUST COMPANY, 

Capital, $100,000. 

Surplus, $20,000, 





> 





“BETTER TO-DAY THAN YESTER- 
DAY: BETTER TO-MORROW 
THAN TO-DAY 


A Savings Bank— A Commercial Bank. 

Sometimes we meet some one who 
“didn’t know” that we want any busi- 
ness except savings accounts! 

We do, though, want any banking 
business you may have as_ individual, 
firm or corporation, be the amount 
large or small, and are ready to give 
you prompt and satisfactory service. 

We have ample resources; we have 
a successful record; we are centrally 
located; we have the growing ambition. 

May we not serve you? 


ines” SAVINGS BANK AND 
RUST COMPANY, 
a epical, $100,000, 
Surplus, $20,000. 


“BETTER TO-DAY THAN YESTER- 
DAY, BETTER TO-MORROW 
THAN TO-DAY.” 


You should keep an account with 
this bank because our resources are 
large enough to enable us to take care 
of all the legitimate needs of your 
business; 

Because we are as liberal in the 
treatment of our customers at all 
times as the conditions will warrant; 

Because our connections are such as 
to enable us to handle your items 
promptly and efficiently. 

UNION SAVINGS BANK AND 

TRUST COMPANY, 
Capital, $100,000. 
Surplus, $20,000. 


Makes a Noise Like Good Things To 
Eat and a Good Place To Eat Them. 
From Grand Rapids (Mich.) Press. 


| Do You Lunch 
Down Town 
This Noon? 


At the Monroe _ street 
store (37 Monroe) we serve 
at our fountain a_ special 
light lunch each day—a 
lunch of wholesome, appe- 
tizing food—served daintily, 
yet with due consideration 
for a hearty appetite. You 
have your choice of 12 com- 
binations at prices from toc. 
to —_25c. Delicious _ coffee, 
boullions, sandwiches, fried 
cakes and fresh berry pies 
a la mode. 

Our new kitchen is in 
charge of a_ professional 
cateress, who intends to 
| please each patron. Come 
in and try for yourself. You 
wul find the store delight- 
fully cool and everything 
sweet and clean. 

Special lunch to-day from 
Ir a. m. to 2 p. m. 


SCHROUDER & STONE- 
HOUSE, 








4 Cut Rate Drug Stores, 
Grand Rapids, Mich. 
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An Exceptionally Good Bank Ad Ap- 
pealing to Women. 
(Mass.) Daily Evening Item. 


The Busines s 
of Housekeeping. 


money than any other. 
The ~ housekeeper, — there- 


other modern business. 


and the economy of a bank 
account apply especially to 
the housekeeper. 

Very many of the house- 
keepers of Lynn have ac- 
counts with this bank and 
they are all pleased with its 
accommodating spirit and 
courteous attention to their 
wants. 


| MANUFACTURERS’ NA. 
TIONAL BANK, 


| Lynn, Mass. 








Beer as a 
Temperance 
Beverage ! 


Conservauve temperance 
workers recognize beer as a 
temperance drink. 

It contains such a small 
percentage of alcohol that it 
cannot cause intoxication in 
itself, unless, perhaps, an 
unreasonably excessive quan- 
tity be used at one time. 

The alcoholic strength of 
Waynebrew is less than 
per cent. It contains le 
—— than hard cider; less 

pel ig ype than.any wine, 
nd, in fact, many of the 
so-called “soft drinks.” 

We make these statements, 
not by way of apologizing 
for the presence of alcohol 
in our beer, but to counter- 
act a possible false impres- 
sion in the minds of some. 
The alcohol contained in 
Waynebrew constitutes a 
useful part. It adds to its 
nutritive value, aids diges- 
tion and is altogether bene- 
ficial. 

WAYNEBREW 
is a wholesome, delicious, 
refreshing temperance bev- 
erage. 


WAYNE BREWING CO., 
Both ’Phones, No. 479. 
Erie, Pa. 








It’s the biggest business in 
the civilized world, and it 
involves greater amounts of 


fore, has as much, or great- 
er, need of a bank account 
than the manager of any 


All the arguments in fav- 
or of convenience, the safety 


From the Lynn 





From the Erie (Pa.) Dispatch. 




















IR, WILLIAMs, 
Advertising Service and Supplies, 
KNOXVILLE, Tenn. 
Editor Ready Made Department: 
Dear Sitr—How about this one? 
Everybody uses large space, many half. 
page ads appearing in the same issue 
with this one, so that the apparent lib- 
eral space taken can hardly be criti- 
cised. Very truly, 
(Signed) J. R. WitttaMs. 






















This ad is impressive because 
of its size (half-page) and there’s 
a degree of human interest in the 
letters; yet, as a whole, I doubt 
whether it justifies the space. The 
letters themselves would have 
been more effective had they not 
disclosed the fact that their wri- 
ters are personal friends of the 
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While the ad in its present form 
centers attention on the letters, 
it seems to me that it might have 
been so arranged as to leave space 
for more talk about goods and 
prices. “Cool Negligee Shirts, 
$1.50 up,” and “Blue Serge Suits, 
$16.50 up,” are not very satisfy- 
ing to the man who is thirsting 
for definite information as_ to 
styles and prices; and if the letters 
were at all effective in stimulating 
interest in the store, that was the 
psychological moment to present 
particulars and prices of the 
goods—not the whole stock, but a 
few really good things. 

No doubt it was advisable to 
use large space—it usually is so 








‘THE DAILY JOURNAL AND TRIBUNE. KNOXVILLE, TENH,SUNDAY, JUKE 21, 1908. % 
















1 te not encommen for es Jo recetve letters Uke the 
a 


‘They are typical of letiors frequently received from 
(oer oul of Sewn customers ia this ad foreign coustrion. 





Quality 
Couns 
Sy Bake 


412-414 
Gay Street 


THESE LETTERS 


Suggest Why YOU SteuldDeal yu Gati§ 


‘We well goods of QUALITY, and quaiity counts 
“Casnp stall fe the shoot expensive” te what one of 
anere. the above writers cays, and be te right, 









$16.50 Up 





and may be seen by any one interested. 








| ‘writers of these letuera, bet bey are on fe st oar store 



















firm or its employees, for people 
often go out of their way to trade 
with their friends, and such trade 
is not proof of any unusual merit 
in the goods or exceptional trad- 
ing advantages. There is nothing 
in either letter to indicate that the 
order was placed with this firm 
for any but purely personal rea- 
sons, and therefore the letters do 
not constitute particularly strong 
advertising. 





—but I can’t quite agree that the 
use of large space by others ren- 
ders this ad immune from criti- 
cism on that score. I believe in 
large space when good use can 
be made of it, but not purely for 
its attention value, 

Herewith is a photographic re- 
production of the ad, very much 
reduced, the original being seven 
columns wide by eleven inches 
deep. 
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Appetizing Indeed. 


Summer 
Appetizers 


which tempt the most capri- 
cious appetite—Smoked Sar- 
dines. Tiny Norwegian Fish 
—which are prepared by 
smoking or broiling before 





being packed in the pure 
olive oil, possessing a de- 
lightful, tasty flavor—the 
nicest relish for a_ tea, 
luncheon or picnic. 

box 16c, doz. $1.80 

Amieux Freres 
Sardines. 

French Fish of excellent 
size packed in the purest and 
best olive oil. 

box 20c. 


a 


6 cans $1. 
FLETCHER 
”? 

Chestnut & 18th Sts., 

Philadelphia, Pa. 





Women Will Read This One, 
Those With Feet Size 4% Will Ap- 
preciate the Compliment, 
Chicago Doily vhiniaaal 


To Every Woman 
With Small Feet. 


Here is a chance for you 
which comes once a year. 
Do not fail to grasp it if 
your size is 3, 3%, 4 or 4%. 
Take your pick of $3.50, 
$4 and $5 sample eallerda aa 
2.90. 
e€ can’t be too emphatic. 
They are irresistible bar- 
SS come prepared to 


Think of it. Streeter 
shoes of sample quality sold 
at any such price. 

Manufacturers’ Sample 
Oxfords—sizes 3, 344, 4 and 
4% only—in tan, vici kid, 
patent leather, Russia calf, 
all popular shapes and 
colors, French and Cuban 
heels. 

Get two or three pairs for 
future use. 

Midsummer clearing sale 
of men’s and women’s shoes 
is on now. Be sure to at- 
tend. 

Streeter’s Finest Foot- 
wear, 2.90. All sizes for 
men and women. 


STREETER BROS., 
187-189 State Street, 
Chicago, III. 











From the 
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Another Case of “Moderate Prices.” 
Who Knows the Advertiser’s Idea as 
to Moderate Prices? Why Not Give 
the Price Range—the Lowest and the 
Highest? 


y the a 
Now Palms 
and Ferns » 
are in special demand, yet 
I’m promptly filling every 
order and sending the very 
choicest specimens, for my 
stock is extra large. On the 
iazza, the veranda or in the 
ouse they certainly add 
just the right finishing 
touches. Why not order 
yours to-day? My prices 
are very .moderate. 


SEKENGER, 
Bangor, Me. 


These Ads Are Always Satisfying Be. 
cause Somewhere and Somehow They 
Always Make Definite Statements as 
to Goods and Prices. From 
Houston Post. 





20 Years 
e rr ° ° 

Ot ‘Thinking, 
planning and doing right 
here in your community is 
bound to bring together a 
selection of vehicles without 
any good things missing. 
Twenty years ot experience 
in operating the largest car- 
riage repair shop in ‘Texas 
has taught us many things 
about all makes of vehicles. 

There may _ be better 
phaetons and carriages made 
than those of the Columbus 
Buggy Co., but we haven’t 
run across them. 

Three-quarter Columbus 
Phaeton with rubber tires, 
full hand-buffed leather top 
and broadcloth seat trim- 
mings at $200. 

Special three-quarter Co. 
lumbus Phaeton with lamps, 
fenders and tull equipment; 
natural French grain leather 
top and seat trimmings, or 
blue broadcloth if preterred, 
with highest quality rubber 
tires; exclusive style at $225. 


MOSEHART & KELLER 
COMPANY, 

Where They Cut the Price 
on Harness, 


Main Entrance, 211 Caroline, 
Houston, Texas. 
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@ Isn't it logical for the advertiser to 


assume that as a rule the paper that 
has merit enough to acquire a 
creditable circulation and valuable ¥ | *- 
local prestige—the paper in each 
locality which can be most valuable 
to him—will not miss any good 
opportunity to remind him of that 
fact? 

@ The fact that the most successful 
and most valuable advertising me- 
diums in the country are users of 
space in Printers Ink is not without 
its significance to advertisers—and 
to enterprising publishers, too. 

@ Advertising in Printers’ Ink is the @ | 4 
best help your solicitors could have 
—provided, of course, your pub- 
lication deserves the patronage it 


seeks. 
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When You Need 
Rowell’s Directory 














» You Need It the Worst Way. 





For Instance: 





president.” 


ment. There was no time to do more. 


utes an 


the wire at once. 


would probably have gone up in smoke. 


10 Spruce Street, New York. 





I once took an advertising idea to the secre- 
tary of a non-advertising corporation, capital- 
ized way up in the millions, listed on the Stock 
Exchange, and with stock selling around 50. 

The secretary said: ‘‘ Your idea is only good 
provided the matter can be run in the papers 
throughout the country to-morrow morning. 
Yome back with your idea in definite shape in 
a couple of hours and I will put you up to the 


I wrote the copy, checked up a list of 300 
papers in Rowell’s American Newspaper Direc- 
tory, got an approximate idea of the cost, and, 
with the book under my arm. kept the appoint- 


The president passed my copy in three min- 
f then spent a solid hour pawing over the 
Directory. The information about the towns, 
their size, principal industries, etc., interested 
him. The information about the newspapers 
was exactly what he needed at the moment. 
He took 25 papers off my list and added some 
150 of his own selection. The order was put on 


I got the order and so did 425 good newspa- 


a. If | hadn’t happened to have a co 
owell’s Directory handy the whole sc 


JOHN IRVING ROMER. 


Rowell’s American Newspaper Directory will be 
carriage prepaid upon receipt of $ Io. 


sent 


PRINTERS’ INK PUBLISHING CO., 
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— Tre 
Cincinnati Enquirer 











“ An American newspaper of National import- 
ance, unequaled anywhere, unique, original, 
of undisputed prestige, a leader in everything 
and a political force recognized by all. 

“ The Zngutrer is in a class alone, occupying a 
field of journalism that none dares, none has 
ever approached. 

{| Asa BUSINESS BRINGER it is equal to any 
and is read by every man in its field who knows 
the value of news and brains. 

§ There are NO PREDATED EDITIONS. 
Wherever it goes all copies are the same. 

€ The DAILY ENQUIRER covers its domain 
thoroughly At home it leads in the morning 
field. 

4 The SUNDAY ENQUIRER goes everywhere, 
literally covering the continent, one of the most 
tremendous “ pullers” to be named. Read by 
the classes and masses. 

4 The WEEKLY ENQUIRER is a proposition 
with all of the original characteristics of the 
Daily and Sunday editions. The same quality, 
same genius behind it, same tone, same every- 
thing except that it has added features not 
contained in other editions. 

“ Use the Daily, Sunday and Weekly Engutrer 
and your cup of returns will be running over. 


A call by ’phone, postal, letter or wire 
will bring a representative promptly 














THE S.C. BECKWITH SPECIAL AGENCY, 
Sole Agents Foreign Advertising, 


NEW YORK. TRIBUNE BUILDING. CHICAGO. 




















